

w » / 



n:/DnED i. joy 



23 FEBRUARY 1*57 
40* a copy • $10 a y«#r 




THE WEEKLY MAGAZINE TV/ RADIO ADVERTISERS USE 



I 




RIGHT 




i 



t 



'S A FACT! With the /-/<*/// two— WFBG-TV. 
dtoona, and Pittsburgh — you get 76,701 //;o/f 
V homes. In this area — day and night — se\cn 
ays a week — WFBG-TV delivers average audi- 
nces 30. 1^ greater than Johnstown; 71.4^ more 
uarter-hour firsts. Your BLAIR-TV man has the 
roof: ARB, November 1956: ARB Altoona 
overage Study. March 1956. 
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SPOT GETS * 
A NEW DEAL 
IN DETROIT 



End of auto co-op 
funds puts national 
spot in challenging po- 
sition. Refunds to deal- 
ers can mean local sales 

Page 31 



The new ABC's 
impact on tv as 
admen see it 

Page 34 

Why not buy 
spot radio and tv 
like billboards? 

Page 38 

Should tv and 
radio be kept 
out of courts? 

Page 41 




...and twelve months 
out of every year 
stations 

under the sign of MEEKER 
benefit by: 

SENSITIVE soundings of the 

"Pulse of the Business". 

We constantly cover the field 

to maintain established relationships 

with all important sources of spot business. 

SERIOUS study to research 

and develop sales stories 

that are clear, accurate and brief... 

designed to save the precious time of 

media executives. 




the meeker company, inc. 

radio and television station representatives 
new york Chicago san francisco los angeles Philadelphia 





"Your taste 
cant tell 
the filters 
there ! 




Flip your TV or radio dial to almo-t any station, and you'll 
meet America's novo! filter cigarette— Hit Parade. Keynote of 
tlii- saturation *Vpot" campaign i- a bouncy jingle which -ings 
out the theme. "... tobacco -o fine, mi rich. so rare, your ta-te 
can't tell the filler's there." Newspaper adverti-ing al-o helps 
spread the good word about new Hit Parade cigarette — made 
by The American Tobacco Company. Have you tried em yet? 



The most famous label a woolen ean wear i- For-tmann. \nd 
this — HjirveyK say — is the label that more retailers choose to 
di>play on women's -uits and coats than any other. But to help 
For-tmann sell even more yards of fabric, manufacturers mti-t 
sell more For-tmann-labeled coat* and suit-. What's doing it? 
A new campaign in fa-hion magazines for this new client, -elling 
fmi-hed garments directly, selling For-tinann fabric- indirectly. 




UP ^ATE NY 




- rV 



Scribbles, doodles, and as-orted "hen -cratching-" make a lot 
of -en?e in this new two-color campaign for Fagle Verithin 
red pencils. As one ad says. "Look! An Eagle Verithin made 
all this line (there's 34 ft. of it) and kept a -harp point. Try this 
with any other red pencil!" Punch line follows scribbles. "This 
is the point: Eagle Verithin is the one red pencil that really 
stays sharp." Quarter-pager- run in The Saturday Evening Post. 



A brilliant European po-ter technique goe- \ankee in this 
eolorful campaign for Niagara Mohawk Power Corporation. 
Created to -bow bu-ine— men the visual and industrial attrac- 
tiveness of l T p-tate New- York, each ad feature- a different 
section of this booming area served by Niagara Mohawk, ^erie- 
runs in leading business and financial publication-. \d- a-k 
for reader re-pon-e . . . and get it. Prepared by P>BDO Buffalo. 
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DIGEST OF ARTICLES 



Spot gets a new deal in Detroit 

31 Chrysler, Ford and GM have killed their dealer co-op funds. Spot tv and 
radio are in a strong competitive position under the new buying plan 

ABC makes it three big networks 

34 Clients and agencies like program lineup, new price policy. See better 
programing from all nets as a result of ABC's strengthened position 

Why not buy spot like billboards? 

38 ^ e ' s * & Creller v. p. Max Tendrich suggests that spot be bought in guar- 
anteed audience packages with no concern for individual availabilities 

Should tv and radio be kept out of the courtrooms? 

41 Morris Ernst, noted lawyer and Judge Justin Miller discuss the pros and 
cons of this hot issue at a recent RTES luncheon debate in New York 

Candy industry roundup, part two 

42 Sp»it and national advertisers may spend $15 million on broadcast media 
this year. Case histories show how candy manufacturers use tv-radio 
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In Next Week's Issue 

Let's make spot easy to buy 

An analysis of the factors which complicate ^pot tv and radio buying 
with proposals for modernization and time-saving procedures 

Coppertone's spot radio strategy 

The firm concentrates on weekends, stresses personalized messages by 
local personalities. Out-of-home audience is big target 
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Are Your TV Schedules 

Reaching THIS MUCH 

of Arkansas? 




On KTHV, they will! 



With 316,000 watts on Channel 11 and with the tallest antenna in the 
Central South (1756' above average terrain!), KTHV is seen, heard 
and gets viewing response from almost all of Arkansas. 

Take a good look at this mail map. Letters come to KTHV from 47 
Arkansas counties — as well as from viewers in Mississippi, Missouri, 
Oklahoma and Texas! 

Your Branham man has all the facts on KTHV — the big buy in 
Arkansas. Ask him! 




Channel 11 

LITTLE ROCK 
W 316,000 Watts 



Henry Clay, Executive Vice President B. G. Robertson, General Manager 

AFFILIATED WITH KTHS, LITTLE ROCK AND KWKH, SHREVEPORT 




with 18 news shows daily on 

WJIM-RADIO 

Lansing, Michigan 




say it with music 
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NEWSMAKER 

of the week 



The news: John A. Eittthl, president of Avon I'rodurts, Inc., 
reports sales of $ii0,ii20, 1-32 for 1936. Union's l'J.ifi ah/m irert* 
$8.1.700,000. Avon retains its leadership in the eosiaetie field. 

The newsmaker: John Kviald rr|»i>rls the hare I Rev Ion) 
(lid not, after all, catch the tortoise (A\onl in the rare for domi- 
nance on nnl;ul\ 's dressing table. Perhaps it was because in the 
last quarter of 10.56 Avon quickened its pace in advertising. \\on 
for that quarter spent $850,000 for spot l\. almost triple what it had 
expended for the first nine months of 10.")(>. 

Prior to the final quarter of "5f> the experts in the intense!) com- 
petitive cosmetic industry predicted that the leadership for the vear 
would shift from Avon, traditionally No. I. to Revlon. 

Rev Ion had gone all out in net- 
work tv in 1956, investing over $6 
million (time and talent I in the 
$64,000 Question, the $64,000 
Challenge and the ill-fated Can 
Do. The popularity and aggres- 
sive merchandising of the two 
$64,000 programs gained Rev lon 
distribution and in-store display 
that are without parallel in the 
history of the cosmetic business. 

Compare the progress of these 
two chief cosmetic antagonists 
during the two vears Revlon has 




i 



f 



John A. Euald 



been riding network tv : Avon's sales jump from 195 l to 1955 was 
about 25^. whereas Revlon zoomed by 55'T. Avon's margin be- 
tween 1955 and 1956 was 26 r r. while Rev lon shot up 66' r. 

Avon, which plays its business methods close to the vest, concen- 
trates its tv pitch on creating a friendly reaction to the company's 
door-to-door representative. Xo specific product is pushed on the 
air. All the direct selling is up to the home-to-home satchel carrier. 
The advertising centers around this simple theme, to cpiote president 
Ewald: "We present quality products in the privacy and conveni- 
ence of your home.'' 

Rev Ion's tremendous advantage — and obv iouslv the reason for its 
fast growth — is the fact that through network television it is able 
to demonstrate the product to upwards of 10 million women at one 
time. Another asset is the use of demonstrators and company sales- 
women in department and other stores throughout the country. For 
Revlon. in particular, tv has done two things: it has enabled the 
manufacturer to control the demonstration and to speed up the 
process of persuading women that thev need the cosmetic. 

Though the gains in cosmetic sales have in recent years been 
spectacular, even more spectacular is this: advertising in measurable 
media by the cosmetic field has been increased three times in com- 
parison with increased volume of sales. Women todav can hardly 
turn on tv without seeing the new fashions in cosmetics. ^ 
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popular 
film 

programs 

6:00-7:00 P.M. 




AMOS 'N 
ANDY 

weekdays 



WATER- 
FRONT 

with 
Presion Foster 
Monday 
at 6:30 





PUBLIC 
DEFENDER 

with 
Reed Hadley 
Tues., Thurs. 
at 6:30 



CITY 
DETECTIVE 

with 
Rod Cameron 
Wednesday 
at 6:30 





u 

FEDERAL 
MEN 

with 
Walter Greaia 
Friday 
at 6:30 




SUNPAPERS TELEVISION, BALTIMORE, MO. 

TELEVISION AFFIll&TE Of THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. 
New York. Detroit, Kansoj City, Son Franeijco, 
Chicago, Atlanta, Dallos, loi Angelei 



W IMTA FEATURE FILIVIJ8 

...in market after market 




In CHICAGO ( 



6. 





LES MISERABLES, starring Fredric March and 
Charles Laughton, was No. 1 rafed feafure film 
n Chicago during November, outrating three 
competing stations combined. 



Rating... with 68.3 Share- ARB) 



WING AND A PRAYER, starring Don Ameche 
and Dana Andrews, achieved rating more than 
fwice that of network competition... when shown 
on WJAR at 10:30 P.M. 



.5 



Rating ...with 4I.O Share— AR 



HOW GREEN WAS MY VALLEY, starring 
Walter Pidgeon and Maureen O'Hara, outrated 
Disneyland, Kraft Theatre, Arthur Godfrey... 
when shown on WHP, a "U" station. 




When you come down to it, numbers can be beautiful. After 
all, what is more lovely than a figure that's going your way? 

It's so — with NTA's fabulous feature films, which outrate 
competition nearly all over this fair Republic. And why not 
— when they derive from such stellar producers as 20th 



Century-Fox and David O. Selznick, to name only two? 

So if it's ratings you want— and name somebody who doesn't 
—there's only one thing to do. Reach for your telephone, 
Western Union blank, or ball-point pen, and get in touch 
with NTA today. Tell 'em statistics sent you! 



SKYROCKET RATINGS 

■ 

according to ARB 



In CHICAGO 



Rating... with 88.5 Share-ARB) 



SINCE YOU WENT AWAY, storring Jennifer 
Jones ond Joseph Cotten, wos iop-roted feoture 
film in Chicogo during December, olmost dou- 
bling the roting of next rated feoture film. 




In SACRAMENTO C 



Rating. ..with 76.3 Share-ARB) 



THE FARMER'S DAUGHTER, storring Loretta 
Young and Joseph Cotten, ochieved rhree rimes 
the combined roting of three other competing 
stotions in Socromento ... on KBET. 




In BALTIMORE ( 



Rating. ..with 84.7 Share- ARB) 



PORTRAIT OF JENNY, storring Jennifer Jones 
ond Joseph Cotten, was fop-rofed reofure in 
Baltimore during month of November ... as 
shown on WMAR, ot 1 1 P.M. 
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For full details, phone, wire or write — 
Harold Goldman, V.P. in charge of sales 



Aatioxal Telefilm Associates, lxc. 



CHICAGO 



60 W. 55th STREET • NEW YORK 19, N. Y. • PHONE: PLAZA 7-2100 

HOLLYWOOD • MONTREAL • MEMPHIS - BOSTON • MINNEAPOLIS 



MORE AUDIENCE THAN 

ANY STATION IN HOUSTON 



THAT'S WHAT 



WNBF-TV, BINGHAMTON, N.Y, 

DELIVERS DAY AND NIGHT 
SEVEN DAYS A WEEK-AT 

LOWER COST PER 1000. 

YOUR BLAIR-TV MAN HAS 



THE EVIDENCE FOR YOU. 



Alsa mare audience than any 
station in Baltimore, Kansas City, 
Buffalo, Minneapalis-St. Paul, 
Milwaukee and other majar 
markets; at lower cost than 
every station in eight aut of 
the ten majar markets. 
Telepulse, December, 1955. 




WNBF-TV 

BINGHAMTON, NEW YORK 



Channel 1 2 



NBC-TV • ABC-TV 




operated by: Radio and Television Dlv. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 
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WHGB-AM, Harrisburg, Pa. / WFBG-AM • TV, Aitoona, Pa. / WNHC-AM • FM • TV, New Haven-Hartford, Conn. 
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Most significant tv and radio 

news of the week with interpretation 

m depth for busy readers 
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otyriiht iM7 Showmanship, in the last analysis, is the gift of prophecy — the foreknowledge of what 

•ronton publication iho. will succeed and what won't. Hut after this year's network tv program record, NBC 

lias decided to liny what may amount to SI million worth of foreknowledge of 

another sort for 1 937-58 research. 

There's heen nothing like it in the air media on this scale. NBC's project is no 
off-and-on ''tryout" or "sneak preview" gimmick; nor will it he dream stuff concocted out of 
a rearrangement of ratings. Here is what will happen: 

1 ) NBC will pre-test its important tv properties in such a way that it will have hoth 
audience reactions and pre-show ratings. 

2) If the show looks O.K., it goes on; then — after a couple of months — its actual rat- 
ings will he compared with the pre-show figures. 

Note this about the comparison of before-and-after ratings: 

• If the matchup is good, NBC will have evolved a fairly reliable prediction tech- 
nique. This is a research facet not commonly attempted — the element of predictability. 

• If the comparison is sour, NBC at least has an idea of how far its method was off and 
can make corrections. 

The project already has gone through the tryout stage. Extensive audience re- 
search through outside organizations is being made on "Wells Fargo," which makes its 
debut on NBC TV 18 March. 

In all, NBC looks at it this way: A S50 million program investment for next year is 
at stake, thrice that in time sales, plus its standing in the network field. A SI million insur- 
ance policy thus looks cheap. 

Moreover, figures NBC, research of this kind is hound to produce a lot of by- 
product values — both in actual findings and in perfections of technique. 



Here are some notes on how tv time sales fared in 1956: 

• P1B gives gross time charges for 12 months of network tv as S488, 167,634. 
That's an increase of 20% over 1955. 

• TvB estimates that spot tv had a 1956 total gross of S397,498,000. No com- 
parative figures for 1955 are available. 



NBC TV continues to hammer away in trade communiques its boast that it's 
making inroads on CBS TV's daytime dominance. Using January Nielsen advances, it 
says : 

• NBC now trails CBS by only 11% in the 11 a.m.-l p.m., compared to 28% in the 
previous Nielsen report. 

• NBC leads CBS by 12% in the 2:30 to 5:30 strength, against 5% in the prior Nielsen 
report. 



Time, Inc. is setting up a subsidiary division for its tv and radio properties. 
Wes Pullen, meantime, has been elected a v.p. of Time, Inc., in charge of all 
broadcasting operations. 

Pullen will report directly to Roy Larsen. president of Time, Inc. 

Contracts for Time's purchase of three Consolidated Radio & Television properties (sale 
price, $15, 750.0001 are expected to be signed this Tuesday (26). 
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SPONSOR-SCOPE wnnnued . . 



The resurgence of radio is causing restivencss among stations in those 
markets where the pie isn't quite so luscious. 

They hear about the big spot radio campaigns being dished out, then wonder where their 
cut is. 

Result: they raise the question of whether they are tied up with the right rep. 
Reps specializing in smaller stations say it's heen years since they have heen ap- 
proached hy so many stations pondering a switch. 



Business continues to look up for the radio networks. 

Standard Brands returns to CBS 11 March for a three- week flight, using 10 seven-and- 
a-half-niinute program units during the day. 

NBC reports garnering $300,000 worth of business the past week. The accounts include 
Motorola, Midas, Inc. (auto mufflers), and Hearst Corp. 



The heat really is on from the competition to get some of CBS Radio's busi- 
ness. An example: 

CBS is program servicing the Chevrolet five-minute news strips — there are 10 of them 
a week — at $480 gross per shot. A competitor offered to cut to §100 net per show. 



The catchy label that NBC Radio's vice president Joe Culligan has been 
popularizing so much lately — "imagery transfer" — is going to find permanence 
in a book. 

Culligan has commissioned an industrial psychologist Dr. Charles Winet, to compile 
a tome dealing with the scientific basis of the subject. 

NBC will send it to college libraries and media researchers. 



Agencymen on automotive accounts say the end of co-op campaigns, and the 
beginning of the new, factory-directed advertising, will be a boon to spot radio 
and tv because: 

• Dealers had been too volatile about their media decisions, often splashed all their co- 
op money in a brief newspaper campaign. 

• Agencies, using professional planning, will urge sustained use of the spot money 
— which means radio and tv will get a bigger proportionate share. 

(See SPONSOR'S Detroit survey on the new outlook for automotive spending in spot, 
page 31.) 

While the national rep will gain in commissions because of the end of the automotive 
co-op era, the same may not be true for the local station salesman. 

Much of his income came from co-op funds. To keep their stellar salesmen happy, 
station managements now may have to adjust their losses by working out a dif- 
ferent compensation arrangement. 

However, local dealers still are expected to do some advertising on their own. It won't 
be a total loss locally. 



If they aren't careful, incorporated ad agencies may find their undistributed 
income taxed as high as 85% by the Government. 

Ad agency representatives were warned of this possibility at a luncheon meeting this week 
sparked by Milton Mound, specialist in tax law. 

A tax regulation, proposed by the revenue people in November, would affect all incorpo- 
rated agencies — excepting those whose accounts are serviced and supervised by people holding 
25% or more stock. 

Also at the meetings were tv program packagers. 
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SPONSOR-SCOPE continue,! 



This comment to SPONSOR-SCOPE by an executive uf one of the Park Avenue snap 
companies pinpoints a trend that is sure to highlight 1937. Note the far-reaching signifi- 
cance of his observations: 

**TW current year may be looked back upon as the year of the great media re- 
appraisal. When the big advertiser takes stock of the fact that his dollar is shrinking 
badly in impression-value, he will put his media concepts through a drastic re-evaluation. 

'"Out of this reappraisal may emerge setbacks for some of the media and continuing 
benefits to others." 

In short, advertising is 1) costing relatively more 2 J consuming more time as it 
becomes more elaborate, and 3) is in for some serious soul searching media-wise. 



on a 



How are the leading advertisers in nighttime network tv stacking up 
strictly cost-per-impression basis? 

Specifically, what would be the end result if you average out the cost-per-1000-homes- 
per-commercial minute of all their evening shows? 

SPONSOR-SCOPE herewith presents such a tabulation, limited to the 15 top tv network 
spenders for 1956. Based on January 1957 time-talent costs and average homes reached 
(special programs and spectaculars are not included), the averages look like this: 



ADVERTISER 

Ford Motor Co. 
Chrysler Corp. 
R. J. Reynolds 

Colgate 

General Electric 
Gillette-Toni 

Bristol-Myers 

Liggett & Myers 
Procter & Gamble 
General Foods 
American Tobacco 
American Home . 

Lever Bros 

General Motors 



NO. 

AVERAGE NET 
CPMH-PCM SHOWS 



2.13 
2.24 
2.34 
2.35 
2.36 
2.37 
2.40 
2.55 
2.57 
2.62 
2.67 
2.74 
2.86 
5.19 



4 
5 
6 
4 
4 
6 
3 
5 
9 

G 
3 
3 
i 



WKLY. 
SHOW 
BILLINGS 

S 158,000 
135,000 
165,000 
110,000 
260.000 
120,000 
90,000 
150,000 
245,000 
225,000 
155,000 
58,000 
85,000 
170.000 



WKLY. 
TIME 
BILLINGS 

S 185,000 
256,000 
240,000 
120,000 
175,000 
145,000 
105,000 
170.000 
270,000 
235,000 
135,000 
105,000 
125,000 
155.000 



Sponsors can expect to pay appreciably more for their filmed network prod- 
uct this fall. 

Prices on the new product range between S45.000 and S50.000 per half hour. 

At the start of the current season, the range was between $38,000 and $40,000. 

An index of the new price level is 7 Up's deal for Disney's Zorro The net is $46,000 
for originals and $25,000 for repeats. The advertiser hopes to use an eventual hookup of 
135 stations on ABC TV. 



Latest slugging match for Late Show dominance has the New York flagships 
of both NBC TV and CBS TV in the familiar race for the starting line. 

WCBS TV isn't saying much about ratings, but WRCA TV is waving a special Trendex 
showing that on 10 February it got an average of 19.0 as against the opposition's 7.3. 

"WRCA TV put its feature film on a half-hour earlier than WCBS TV, interrupt- 
ing at the 30-minute point with 10 minutes of news. WRCA TV, incidentally, uses feature 
films only on weekends. 
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SPONSOR-SCOPE continued . . . 



Viewers apparently are unimpressed by what the critics have to say about this season's 
new tv network shows. In any event they're spending more time at their tv sets. 

That's evident in this set of figures obtained from Nielsen by SPONSOR-SCOPE on the 
average minutes of viewing per home per hour. 

PERIOD JANUARY 1956 JANUARY 1957 

7 p.m. to 11 p.m. 36 minutes 38 minutes 

Note: The base is all tv homes. 

As every adman knows, his business consists mainly of strategy. This week top 
agency and sponsor generals were going over preliminary maps for next fall's net- 
work tv campaigns. Here are the first things they noticed about the terrain: 

1) Audiences more and more are leveling off among the three networks. 

2) The right time thus may be almost as important as the right show. 

With that pretty well fixed, the next step is to fill in tactics that will take advantage of: 

• Marginal time (if any). 

• Share of audience carried over from the prior show. 

• Unique slants that may successfully challenge an established program. (On this score, 
some agencymen feel that by the time you get the third rating you can tell whether to con- 
tinue or to duck.) 

SPONSOR-SCOPE polled a cross-section of Madison Avenue program people on their 
nominations for outstanding draws in one-shot telecasts. 

The 10 most mentioned: Marilyn Monroe, Clark Gable, Ingrid Bergman, Bill Holden, 
Cary Grant, Marlon Brando, Danny Kaye, Rex Harrison, Katherine Hepburn, Elvis Presley. 

Shulton may be setting a new pattern by using a single agency to control the 
various commercials used in a spectacular. 

The toiletries manufacturer has commissioned K&E to do the commercials on Rogers & 
Hammerstein's Cinderella, which CBS TV has scheduled for 31 March. Shulton's regular 
agency is Wesley Associates. 

The reason: Pepsi-Cola, which K&E represents on the show, and Shulton have 
similar integration problems. So Shulton thought it would be more feasible to let the 
same agency handle both. 

R. J. Reynolds' record sales year (957 million) and net earnings ($62 mil- 
lion) has evoked some interesting comments on the role of advertising in the to- 
bacco field. 

A quick turnover product depends primarily on pre-conditioning the consumer, say the 
experts. And with the exception of Raleigh, cigarettes offer no premiums, coupons, tie-ins, 
or other hypo devices. 

The three requisites for success in the tobacco business are: 1) sound management; 2) 
quality product; and 3) topflight advertising. 

Management and product among the giants in the field are considered pretty much on 
a par. So that leaves but one difference: quality of advertising. 

Cigarette marketers, as a whole, don't think there's an exciting outlook for 
the mentholated brand, except as a specialty. 

Kool and Salem — appreciable spot users — have between 3% and 4% of the market be- 
tween them. 

What prevents a real rush, though, is that: 

• Many buyers regard mentholateds almost as a medical product. 

• Sales fluctuate sharply with the season, somewhat paralleling the sale of cold remedies. 

• Sectional popularity is marked. 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 61; Spot Buys, page 64; News and Idea Wrap-up, page 70; Washington 
Week, page 87; SPONSOR Hears, page 90; and Tv and Radio Newsmakers, page 96. 
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Latest 

METRO PULSE 

Willi first all (lav and night. 

win* fii->t :?r><> out of :;(>() quar- 

ter-lnnirs. In ami out of home, 
Mon.-Fri., (5 a. m. -midnight. 

Latest 

AREA PULSE 

WIIB first all day. Will? first 
2(5;! out of 2SS quarter-hours. 
25 second place none lower. 
Mon.-Sat., <> n.ni.-midnight. 

Latest 

AREA NIELSEN 

Will? first all day and night, 
with -I2.7 f r share of audience. 
'WIIB first every time period. 
Mon.-Sat., 6 a.m.-(> p.m. 

Latest 
HOOPER 

Will? first all day with 42.2'" 
of audience. June-Sept., 4- 
nionth average Mon.-Fri.. 7 
a.m -C) p.m.; Sat. S a.ui.-li p.m. 



at WHB . . . 87% renewal 

^7 C ( of Willi's largest hilling local accounts in I9.>3 . . . 
renewed in 1956! 

Sure. Will? dominates Kansas City on every national 
survey. Sure, Storz Station programming quality at- 
tracts tremendous audiences which in turn attra t ad- 
vertisers. Hut it takes results to make local advertisers 
come back for more. And Will? is Kmw>« City's rtsults 
station. So much so, that Will? has a higher percentage 
of renewals for both local and national advertisers than 
any other Kansas City radio station. Talk to the man 
from Blair, or Will? General Manager, GKOKGK W. 



ARMSTRONG. 




actio for Today's Selling 



WHB 

10.000 units 710 kes 
Kansas City, Missouri 



TODD STORZ 

President 




WDGY 

Minneapolis-St. Paul 



WHB 

Kansas City 



WQAM 

Miami 



Represented by John Blair & Co. 



KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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Timebuyers 
at work 



Meat Packers 



KINGAN MEATS, through 
Lindsey and Co., reports: 

"The Cisco Kid played a 
large part in the most 
successful promotion we 
have ever run . . . While 
I will not give you the ac- 
tual percentage of sales 
increase, I can tell you 
that the sales increases 
were very substantial/' 

Ask lo see more success stories of 

THE WORLD'S GREA TEST SALESMAN! 

"THE CISCO KID" 




Bob Palmer, Cunningham & Walsh, New York, timebuyer for 
American Cyan.mid products, comments: "Using radio to sell farm 
products has many problems. Some markets for the product are 
small, particularly in the South. Local stations are usually too low- 
power to comprehensively cover the market, and power-house sta- 
tions can cover too large an area 
for the product's market. Conse- 
quently, we use newspapers as the 
primary medium and radio as a 
supplement. In the Midwest, how- 
ever, farm areas are broad and 
radio test suits the product and 
newspapers supplement it. At the 
present time, we are testing the 
saturation technique in this area. 
This is particularly difficult be- 
cause early morning, before sun- 
rise, is one of the best times of the 
day to reach the farmer, but very few local stations are operating at 
that hour. To cope with the problem, we must often buy time on a 
distant powerhoure station which is on the air at that time and sacri- 
fice local identification. For programing, we seek participations, and 
adjacencies to, farm, news and weather shows. These programs are 
likely to have a farm audience and easily integrate the commercial.'" 



Margie Thomas, Doremus & Co.. New York, buyer for Paine, 
Webber. Jackson & Curtis and other brokerage houses, comments: 
"To reach people who have money to invest requires specialized 
p ozram'ng. Most of our brokerage accounts sponsor five-minute 
bus'nsss-financial news shows on radio. The best time for these 

shows is from 6-7 p.m. Each re- 
ports Dow-Jones averages and the 
day's stock information. They are 
slanted to men and we use an an- 
nouncer whose voice is masculine, 
confident, distinguished vet natu- 
ral; has a 'feel' for finance and 
infuses the news and the adver- 
tising with interest and excitement. 
The average Pulse rating is 5, but 
cost-per-1.000 is unimportant. The 
only real measure of the show's 
success is the amount of sales it 
produces. To secure salesmen's leads, a free different brochure is 
offered each week. Quality is wanted, not quantity. Some stations 
ha\e brought a high number of requests — at an advertising cost 
per lead of $2-$3 — yet few were from people who bought securities: 
other stations 1 rought a small number, but a high percentage of 
sa'es. Best results have been on quality programed network affiliates." 
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PIN 
POINT 



POWER 
GETS I 
BEST 
RESULTS 




i 

^ Hi > ' 1 

> 

• ♦ 



Buy 



Tom Tinsley 

President 

R. C. Embry 

Vice Pres. 



Radio Station W-I-T-H "pin point'power" is tailor-made to blanket 
Baltimore's 15-mile radius at low, low rates with no waste coverage. 
W-I-T-H reaches 74% * of all Baltimore homes every week delivers 
more listeners per dollar than any competitor. That's why we have 
twice as many advertisers as any competitor. That's why we're sure 
to hit the sales "bull's-eye" for you, too. 

'Cumulative Pulse Audience Survey 





c o 



FIDE 



C E 



National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 



SPONSOR • 23 FEBRUARY 1957 



15 



by Joe Csida 




POPULAR 
MUSIC 
| 24 HOURS 
AROUND THI 
CLOCK . . . 



lAKERSf IELD & KERN COUNTY 
CALIFORNIA 



1. Hub of California'! 
petroleum industry 

1. Nationally #1 in cotton 
13 In agriculture. 



of the 

WESTS 

RICHEST 
MARKETS 



Jf 



1. Ctntcr of Nation't 
Supersonic Aircraft 
production. 

1. Detert Expansioni 
America'! fastest 
growing frontier. 



1000 WATTS 
1380 KC 



THI 
Bl« 

Voici or 
Music . . 

roR COMPLITI 
ANTILOPI VALLIY COVERAGI 



LANCASTER & ANTELOPE VALLEY 
CALIFORNIA 

Inquire of 
ADAM YOUNG, INCORPORATED 
• bout thit outstanding 
combination buy. 



10 



Sponsor 




It takes knowhow to "ad lib 



H 



a\ liu 



w orki 



track 



for over 20 years 1 have a large respect for the 
writers and observers w ho cover the broadcast, 
advertising and show businesses. Having been 
a toiler in various nooks of the broadcast, adver- 
tising and show business vineyards for almost 
five years, however. 1 must make the point that 
1 learned of situations and their causes and ef- 
fects while actually working in the field, that I 
never would ha\e discovered in 20 more vears of close observation! 
as a tradepaper editor, reporter and columnist. 

1 must make this point because it explains why 1 have alwavs en- 
joyed Bob Foreman's Agency Ad Libs column in this paper so 
much and it is the basic reason why I found the book "An Ad 
Man Ad-Libs on TV (a collection of Bob's pieces) so interesting 
and stimulating, even though I had read the columns previously. 
Bob. of course, is the v. p. in charge of the television and radio de- 
partment of BBDO, and has been with that agency since April 1939. 
BBDO was then billing fas the book's jacket relates) $17,000,000 
per year. Today Bob's own department (tv-radio) alone bills 
$80,000,000 per year. The agency's total billings run close to 
$200,000,000. 

Snappy copy for the "Progressive Grocer"' 

It is from this background of 18 years with the agency — begin- 
ning with the time when he wrote ads for what he himself terms 
"such raucous publications as Progressive Grocer and American 
School Board Journal" to heading up the television wing of the shop 
which has such outstanding shows as Hit Parade, Groucho Marx. 
the V. S. Steel Hour and many others — it is from this background 
that Bob writes his pieces in this weekly sheet. 

The practical good sense, the no-nonsense observations and com- 
mentaries with which his pieces are invariably filled could only stem 
from such long, close actual working in and with television and 
radio. Yet Bob has never stumbled into the trap which ensnares 
most writers on business subjects. He has never permitted himself 
to become pompous or pedantic. He never takes himself too seri- 
ously. He writes always with at least the tip of his tongue touching 
the flesh of his cheek. And often with said tongue pushing against 
the side of his face so hard he looks like he's chewing the world's 
largest plug of tobacco. His sense of humor, on the other hand, 
never obscures the always interesting, stimulating, usualh construct 
live points he sets about making. 

I was somewhat surprised ( though less so as I read on I to learn 
that despite the fact I had read practically all the columns in the 

(Please turn to page 20 i 
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W0R...3 

On February 22, 1922 WOR began 
serving New York. During the 35 
year span - 1922-1957 - the city has 
grown tremendously and its people 
have changed in habit and outlook. 
Today, New York in many senses is 
not one city, but millions of separate 
cities, each created by one of the mil- 
lions of people who make worlds of 
their own in its crowded privacy. 
And WOR serves each of these cities 
by providing a program schedule that 
is both varied and universal in appeal. 
WOR personalities such as John 
Gambling, Martha Deane, Alfred & 
Dora McCann, Dorothy & Dick, Stan 
Lomax have large and devoted audi- 
ences who wouldn't think of missing a 
single program. And in coverage of 
the news and sports WOR is unrivaled 



YEARS 0 

in New York. The Station's great new 
music program "Music From Studio 
X" has drawn critical and listener ac- 
claim since its inception eight months 
ago. And WOR has recently added 
these exciting personalities to its pro- 
gram lineup; Bob Smith," Long John" 
Nebel, Newsman John Wingate and 
the much-talked-about Jean Shepherd. 
WOR's firm grip on New York for 35 
years is no accident. Like the city 
WOR has changed with the times. It 
has kept pace with, and in many cases, 
set the pace for its audience. As a con- 
sequence, WOR has always been and 
is today a great advertising medium. 
On the opposite page you will find 
evidence of WOR leadership— leader- 
ship that WOR intends to maintain 
and extend. 




50,00^' 



IN RADIO 



WOR reaches more people in more places than any other station in 
America. 

WOR ratings in metropolitan New York outrank all other stations. 
(Hooper, Oct.-Nov. 1956) 

Every minute of every hour of every day all year long some listener 
is writing to WOR. 

More people tune to WOR for news than to any other station in New 
York. (Special Pulse survey March 1956) 

WOR has a greater number and variety of advertisers than any 
other radio or television station in the country. (BAR Reports, 
Fall 1956) 



These are the primary reasons why WOR is . . . 

FIRST IN SALES IMPACT 

W OR's extensive file of sales success stories— from sponsors 
both large and small— provides tangible evidence that WOR 
delivers unequaled sales impact. 



FIRST IN COVERAGE 
FIRST IN AUDIENCE 
FIRST IN MAIL PULL 
FIRST IN NEWS 

FIRST IN ADVERTISING 




w York, N. Y. 



For 35 years the call letters of quality 

Key Station of the Mutual Broadcasting System 

A Division of RKO Teleradio Pictures, Inc. 

Thomas F. O'Neil, President and Chairman of the Bor-d 

John B. Poor. Vice-president, (ieneral Teleradio 

Robert J. Leder, Vice-president & General Manager, VTCK 



5000 

LIVELY WATTS 




Sponsor backstage continued . . . 



20 to 1 power in the 
Central Michigan area. 



WILS 



24 hour broadcasting schedule- 
Local and national news 26 times 
a day. 




2nd busiest market in Michigan 
— 12th busiest market in the 
nation*. 



•Consumer Markets 




book, when they original!) appeared in si'fKSSOR. 1 enjojed them as 
much as if 1 were reading them for the first time. And. possibly 
even more surprising, 1 was getting more in the way of information 
and stimulation out of them, then when 1 had read them originally. 
The reason for this, upon a little consideration, is plain. Bob has 
done a truly fine job, not onlj of selecting, but of grouping the 
pieces in the book. It is divided into eight parts, as follows: "The 
Agency and Its Denizens,'" "Nuts, Bolts and Commercials,'" "'The 
Audience, Confound 'em,'' "Sponsors, the Care and Feeding Of," 
"The Fine Art of Video." "Research— If You Can Call It That." 
"The One Without the Pictures — Badio." and "'Color or Hue, 
Whew!"' 

The eight parts are made up of a total of 63 columns with some 
containing as few as three (those on color and researcb) and some 
as many as 18 (the one called '"The Fine Art of Video'' i . The net 
result, however, is that each piece gains in informative values from 
the pieces related to it. Thus, in the "Nuts, Bolts and Commer- 
cials" section, the columns on station l.D.'s, (with its astute observa- 
tions on 10-second spots) : the Emotion Quotient (on the self- 
identification factor in shows and commercials); From Print to Tv 
Copy and How, and Tv Art (two columns | and others almost consti- 
tute a knowledgeable, practical primer on effective tv advertising. 

An understanding and compassionate wit 

As 1 ve indicated, Bob's columns, themselves contain frequent and 
wonderful touches of humor, but for the book Bob has written spe- 
cial, brief introductions to each of the 68 pieces, many of which pro- 
vide a substantial bonus in chuckles. Many of them. too. contain 
words of wisdom, and stimulating philosophical meanderings. And 
all sharpen the point of the pieces thev precede. Here's a rather 
typical one, which prefaces Bob's piece on sponsor detractors: 

"1 can t say 1 blame young gentlemen in our business for feeling 
cocky or opinionated. However, a cocky and intelligent young "un 
may feel so superior to the people with whom he deals that his dis- 
dain is dangerous for the companv lie works for. It is too bad vou 
have to grow old to realize this. It's much more pleasant to he 
young and wrong than decrepit and correct." 

The great thing, to me. about Bob's pieces, taken in a collection 
of this kind, is that while he rips apart many people and practices 
in advertising, television and radio, he does so with wisdom, under- 
standing and compassion. And for every knock piece he writes, he 
does another praising the broadcast media and calling for tolerance 
for the people in it. 

"Yes, I'm looking for sympathy" he says, "not merely for myself 
but for the guvs and dolls who spend their waking and what should 
he their slumbering hours in the tv-palaestra. If sometimes, they 
are irritable, overbearing or loaded, remember please that this is 
protective coloration which is much needed. 

1 hope Bob, some day, will find time to do a novel on his Snook, 
Crappie and Bream. Inc.. agency. In the meantime 1 urge vou to go 
get this book of Bob's. It's published In Hastings House and goes 
for $4.50 per dip. 1r 




WILS 

tousic \\^ s s Ports J 

1320 KC Represented Nationally by 
Venard, Rintoul & McDonnell, Inc. 
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T. I spot editor 

A column .s/ionsorrd by one of the Ictitlini: film tirtnltirerx In l<'levision 

S A It It \ 



NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 




Peunev's "Caiouscl of (.nitons" intiocluces subiu ban cotton dresses .u ^2.7° - 
and in die st\Ie nl a fine fashion show! Beantilul models in a modem selling, 
high-fashion photogiapln and st\le-show narration ]>uts lots of sell in these 
1 minute spots, which will saturate multiple markets during a short, intensive 
television campaign. Frequent use of fennel's name and pioniincni label 
disphi\ strongly identik the dresses. Created and produced b\ S\RR\ lor 
I. C. PPNNPYCO.. IXC. thiough THK RALPH VI LCM C.OMI' WY, I SC. 

SARRA, INC. 

New York: 200 East 55th Street 
Chicago: 16 East Ontario Street 





What could whet the appetite mote than a big beautiful turke\, roasted to 
a golden brown? And what could sell Initter better, than seeing that turke\ 
brushed and basted with plenty of it? This 1 minute 1 V spot for the 
Vnierican Dairy Association is one of a series extolling butter — as the spread, 
and as a flavorful cooking ingredient. Step by step this particular episode 
shows preparation and roasting. And SARRA's food photographv gives the 
result plenty of appetite appeal. Produced by SARRA for the AMI RICAN 
DAIRY ASSOCIATION, through CAMPP.ELL-M LI 1 1 l T N, IXC. 

SARRA, IXC. 

Xew York: 200 East 56th Street 
Chicago: 16 East Ontario Street 

The newest in the continuing 'I A', spot series lor St. Joseph Aspirin »ti esses 
its disintegrating speed — "3 times faster than other pain relievers tested!" 
A dramatic, comparative laboratoiy test proves another (joint of St. Joseph's 
superiority. The entire series of I minute and 20 second 1 V spots is fast 
paced and exciting. The product is strongly identified, and the name St. 
foseph is well handled to stay in viewers' minds. Produced bv SARRA for 
PLOUGH INCORPORATED, through LAK F.-SPI RO-SH I T RM yN. INC. 

SARRA, INC. 

Xew York: 200 East 36th Street 
Chicago: 16 East Ontario Street 




The New Lilt Home Permanent is the "fastest, easiest permanent e\u" 
savs the charming narrator. And a convincinsr demonstration bears this out. 
Contrasting Lilt with a com petitive product, this I V spot shows how easih 
the Lilt squeeze bottle sprays Lilt on and ingeniously proves its laster satura- 
tion with blotting paper curls. Shots of a model's hair — short, longer, shoulder 
length — offer evidence that curls sprayed with Lilt "last and last until the\'ie 
cut!" This series of fiO second TV spots was produced b\ s ARR \ for I HL 
PROCTER AND GAMBLE COMPANY, through OR FY ADVI RTISING 
AGENCY, INC. 

SARRA. INC. 

New York: 200 East 36th Street 
Chicago: 16 East Ontario Street 
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give dominant 
Negro coverage in 
the 2 top markets 

in ALABAMA 




in Negro Audience 

(Hooper, Ocr.-Nov. 1955) 
(Also 1st in Negro Audience in Ceneral 
Hooper, Nov., 1956) 

3^ in total audience 



(Hooper, Nov. 1956) 



MOBILE 

WIVIOZ 

l^T j n total audience 



(Hooper Feb. 1956) 
(Pulse June 1956) 



WEDR-WMOZ 

For combination rates, 
see John E. Pearson 



EDWIN H. ESTES 
Owner 





Reps at work 




Ralph Part, CHS Radio Spot Sales, Detroit offices, comments: "The 
elimination of automobile factory-dealer cooperative advertising is 
the beginning of a pattern that will benefit spot radio considerably. 
Other major manufacturers are taking notice of this situation and 
will probably take similar steps in their advertising arrangements. 
The appliance manufacturing field 
is likely to be one of them. Appli- 
ance manufacturers are now split- 
ting their advertising dollars with 
a limited number of dealers and 
sacrificing coverage, among many 
advantages. A return to nationally 
controlled advertising by the ma- 
jor manufacturers will correct 
badly conceived advertising pro- 
grams that limit the sale of their 
products. It will enable the fac- 
tory people to: (1) serve all their 

dealers, regional and local, through the use of more powerful and 
popular radio outlets for their ad\ertising; (2) find programing and 
time segments that are best suited for the products; (3) secure a 
low cost-per- 1.000 through intelligent and careful appraisal of all 
markets and stations and thus their budget will encompass consid- 
erably more advertising. 4) Use top talent for ad creation. ' 



George Backus, Edward Petry & Co., New York, thinks that time- 
buyers could help representatives and radio stations break the 
log jam between 7 and 9 a.m. "Agency people all know that late 
morning, noontime, afternoon, evening and even nighttime schedules 
can be equally if not more valuable, - ' George says. "But they all 

seem to accept the dictum that 
'Buy 7 to 9 only' and do not take 
steps to educate their clients and 
account people to the fact that 
very often a careful buyer can do 
a better job for the product at 
other times." George points out 
that other time segments may offer 
higher ratings, lower costs — and 
certainly more room for real show- 
casing of a sponsor's commercial. 
"Besides," George says, "the 7 to 
9 a.m. period might not even ef- 
fectively reach the audience you're after." In that connection, 
George emphasizes that too often spots are bought on the basis of 
high ratings without any consideration given to the audience com- 
position factor — or the actual selling power of the personality. 
"Many shows with low ratings,"' George concludes, "move products 
— and many with high ratings couldn't sell food to a starving man!" 
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LHOMA city 

50,000 WATTS 



Ci 



NEW Programming 
NEW Personalities 
POWER Unlimited 



A A/EW 



DIMENSION 



NOW REPRESENTED BY . . . 



GILL-PERNA, In. 



NEW YORK CHICAGO 

654 Madison Avenue 75 East Wacker Drive 

Phone TEmpleton 8-4740 Phone FRanklin 2-8665 

LOS ANGELES SAN FRANCISCO 

2330 West Third Street 57 Post Street 

Phone DUnkirk 7-4388 Phone SUtter 1-5568 

BOSTON 

80 Boylston Street 
Phone Liberty 2-6481 



[/on the NEW DIMENSION IN SOUND ... for Oklahoma City 
contact your nearest Gill-Perna office. 





ON 




Capital Airlines and its agency, Lewis Edwin Ry • 
Sold on Spot as a basic advertising medium . 

To get its fast-growing Viscount service off anc *« 
ing in a new market, Capital Airlines relies oSptf 
Radio. Ten days before a new Viscount flight sc'M 
goes into operation, Capital opens full blast th I 
six-week saturation schedule. A hard-hitting, 
round campaign follows, precision-timed to reA 9 
businessman who must travel. Early in the niton 
late in the afternoon, early and late in the e .linf 
Spot sells the businessman on the economy, luxi*w 
speed of Capital's Viscount flights. 

Sells? In July, 1955, Capital inaugurated a newV-JK 



Ft 



/ 



Left to right: 

Sam Hunsaker, Acct. Exec., 
Lewis Edwin Ryan Adv.; 
Joel S. Daniels, Jr., Adv. Mgr., 
Capital Airlines; 

James W. Austin, V.P., In charge of 
Sales & Traffic, Capital Airlines; 
William J. Green, Director Radio-TV, 
Lewis Edwin Ryan Adv.; 
Marty Polllns, Radio Sales 
Representative, NBC Spot Sales 



»i' between Washington and Chicago. By October, 
6 hey had tripled the service and zoomed from less 
iip% to more than a 50% share of a greatly-ex- 
■<»' market! In Washington, and in Chicago, as in 
•r ;>n-line city served by NBC Spot Sales, Capital 
■•$ BC Spot Sales-represented stations. 

Wejhow James W. Austin, Capital's Vice-President 
ch'ge of Sales and Traffic, sums it up: 

•Mi's problem is to sell seats and to sell them right 
w ,o cover the market completely and to provide 
j 'vibility we need in each market. Spot Radio is a 
u*i'n our advertising program." 



If you're looking for lightning-fast results for your 
product or service, look to . . . 



NBCl SPOT SALES 

representing these leadership stations 



CLEVELAND— WH< 

LOUISV LLE — W AVE, WAVE-TV 

CHICAGO— Wmao. 

ST. LOUIS— KSD, KSO-TV 

DENVER— KC». KOATV 

SEATTlE-TACOma— KOM0, KC* 

LOS ANGELES-KRCA 

PORTLAND, ORE— IP TV 

SAN FRANC SCC* — K NBC 

HONOLULU— K3U, KONA-TV 




HARTFORD-NEW BR TAIN— WNBC 
NEW YORK— WRCA, WRCA.TV 
SCMENECTADV-ALBANY-TROT— WRGB 
PHILADELPHIA— WRCV, WRCV.TV 
WASMI NGTON— WRC, WRC-TY 
MIAM _ W CKT 
BUFFALO— W 3u F 



*Y THAT HAD TO BE TOLD... 




Fire is pretty nasty anytime— b.ut the 'day after Christmas it 
became a terrifying reminder that the brittle, 
grey Malibu hills, 20 miles north of Los Angeles had gone for 
11 months without wate/. 

. ■ * , 
Mountain brush and scrub oak can get pretty mean with - 

"11 months "between drinks . ... , 

Befbre.it ended, the fire had destroyed 40,000 acres, 72 homes — 
f-had .cost one-Hife and 70 million dollars. 

Three hours after they got the word to roll, 

Special Events Units #1 and #2 were operating from either' 

flank of the fire line.-Soon after, four remote units were 

f n delivering exclusive television coverage to anxious viewers, . , 

add continued to do so for twenty-five hours, until the 

emergency had passed. .< , .V 

* * " r • 

■ **** " * 
It was 30 hours before a second television station began ,■ 
v »• . . 

transmitting from the scene. 

KTTV;was officially corrynended by the Los Angeles County 
Board of Supervisors for excellent coverage of the disaster 
and assistance to the authorities. 

. '• * 

Fires, floods, earthquakes and such are grim, dirty business— 
but, like the man said . . . 

"If you have to tell a dirty story . . . tell it well . . ." 



LOS ANGELES TIMES- MGM TELEVISION 
Represented Nationally By 



m 

» LAIR-TV 

I I 



49th an 
Madison 



Who pioneered textile Tv 

I have just read your interesting piece 
on Dan River (2 February 1957, page 
26). 

One statement needs correction — 
"How a 75 year old textile firm revised 
media thinking to become a pioneer 
user of tv for selling soft goods." 

We have been sponsoring a national 
network show to sell nylon since 
November 1955. The promotion is 
based on '"Father Knows Best'" which 
is shared with Flayer's cigarettes. It's 
a year 'round promotion continuing 
through 1957 with a complete program 
of merchandising support for all soft 
goods manufacturers participating in 
the program — at no cost to them. 

We believe that we have really 
pioneered the medium. We had to es- 
tablish our own ground rules for none 
had been established. For instance, we 
produced 47 commercials — on film — 
during our first full year of operation. 
That called for a brand new approach 
to commercial production because most 
of our featured items are found in 
the field of fashion. Fashion and film 
production deadlines very rarely coin- 
cide. But we haven't missed a program 
yet! 

C. R. Payan. adv. mgr.. Da Pont 
Company of Canada (79.76) Ltd. 

• SPONSOR dill not mean to imply in the 
article that Dan Riwr Mill> *a* the only pioneer 
in soft poods \\ advertising. 



Radio's rising rates 

Your editorial on ''Radio's Rising 
Rates" was a crackerjack. You 
couldn t have been more right when 
you said ''that radio has been a tre- 
mendous bargain at the price." As a 
matter of fact. KWKH is raising its 
rates by approximately 181. and we 
think we are still underpriced. To 
justify this feeling. Nielsen's recent 
study reveals — just to cite an example 
— that KWKH's daily coverage is 21.- 
000 more than the monthly Nielsen 
coverage of the top television station 
in Shreveport. 

When you realize that the top tele- 
vision station is operating from a 
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1,000 foot tower Willi full \ IIF power 
;ni(l lias l>eeii on the air for several 
vrnrs. it is really astounding to know 
liow strong radio really is. \\ lien \t>n 
consider the co>t of television as com- 
pared to radio. I eonldnl help but 
wholeheartedly agree with \onr edi- 
torial lliat radio is Mill undei pi iced 
of course. I am talking about good 
radio. 

Henry R. Clay, exec, r. p. & general 
manager. Kli'Kll, Shreveport 



Sponsor-Scope 

For some time I have been meaning to 
tell \ou of the excellent reception 
sroVsou-Scope receives at our com- 
pany. For a quick, timely snniinarv 
of lite news that affect.* our end of the 
business \ on have de\ ised the practical 
answer for the per?un in a hurn- 
and most of us are. 

Congratulations and thanks for this 
new and up-to-date sTONs'OK service. 

Robert I). C. Meeker, president 
The Meeker Co.. \e\v York 



The long hard sell — Florida style 

Joe Csida's column entitled "'The Hard 
Long Sell Florida Style" in the Feb- 
ruary 9 miw was terrific. Have seen 
the show have been to Howards— 
and Csida s coverage of the teleca.-t 
was true blue. Keep up the good work. 
I'M Henry, rfireetor of advertising, 
promotion and press information, 
ABC, Chicago 



1957 Tv radio directory 

I would appreciate it very much if you 
would send nie a copy of your Tv and 
Radio Directory of Xew York and 
Chicago for 1957. There is one copy 
in our office and a second one is essen- 
tial to our work. 

Joan Fellernian. production depart- 
ment. Geyer Advertising. Xew York 

I would greatly appreciate a 1957 edi- 
tion of the Radio and Tv directors. 
The one I have is the 1954-55 edition 
which is well worn and wean by now. 
Mar\ W. Warren, promotion de- 
partment. WTOP, Washington, D. C. 

• SPONSOR'S free, new 1957 TV/RADIO Dl- 
RECTORY is now available. This booklet i, , n 
invaluable S uide to .New York and Chleaso .d 
agencie*. advertisers, associations, nets, reps, tv 
film sourer* and other related orjlanUation.. Re, 
quests for copies should be sent to SPONSOR'S 
readers' service dept. 




N60 AC 
Dts Moines, Ivun 



rSo one will "rustle" your audi- 
ence when you use KSO. Iowa's 
most powerful independent sta- 
tion. Continuous popular pro- 
gramming of music, news and 
sports, puts a buying frame in the 
mind of KSO listeners . . . just 
awaiting your sales "shot!" To 
make every shot count, "zero" in 
with KSO! 




950 A r 

Indianapolis, Inil 

Put each "shot" where it counts, 
in the "heart" of the steadily grow - 
ing Indianapolis market. From 
dawn to dusk. WXLW holds 
"ready." with entertaining music 
and news, an audience of finan- 
cially capable buyers who'll re- 
spond with sales. Put a "bulls- 
eye" in your sales message! 



Get the Facts from Yciir 
J0ll.\ E. PE.\RS0.\ Representative 
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in Cleveland. 



Nobody but nobody can deny the fact that KYW beats every othc 
Cleveland radio station from 6 AM to Midnight, seven days a week, in both 
NSI and Total Station audience, according to the latest Nielsen figures. 

KYW's popularity goes around the clock. 89% of the time (64 out of 72 quarter- 
hours, Total Station Audience) more people are tuned to KYW* than any other 
Cleveland Station. And KYW is the station NSI area listeners tune to 58.3% of the day. 
When you buy a spot campaign on KYW you arc assured peak 

Ustenership throughout the day and evening. 



In Total Station Audience, KYW' leads the second place station by 92.9% and 
the third place station by 166.7%. In the NSI area, KYW has 28.2% more listeners than 
the second place station and 30. S% more listeners than the station in third place. 

When you buy a spot campaign on KYW yov are assured of reaching 

the largest number of radio listeners. 



YOUR MONEY AND YOUR CONFIDENCE ARE WELL PLACED IN KYW. 



Clubbvr: Modification of Scot. dial., clabber. SLANG to defeat overwhelmingly 



I 





©©O 



RADIO - CLE VELAN D, OH IO 
WESTINGHOUSE BROADCASTING COMPANY, INC. 

RADIO BOSTON, WBZ+WBZA; PITTSBURGH, KDKA CLEVELAND, KYW. 
FORT WAYNE, WOWO: CHICAGO, WIND: PORTLAND. KEX: 
TELEVISION: BOSTON, WBZ-TV- PITTSBURGH. KDKA-TV: 
CLEVELAND, KYW-TV SAN FRANCISCO, KP1X 



WIND REPRESENTED BY A M RADIO SALES 
KPIX REPRESENTED BY THE KATZ AGENCY. INC. 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN. WOODWARD. INC. 



KBET's 




o 



...A TOP BUY! 



...'TAKE MJ 

SATURDAY, N^ V - ^ 
10:30 - P.M. 




RE OF NE 



RK SHOWS 



14.9 KBET-TV GREAT 

26.2 Station A Hit Pin 

0.4 Station B 

1.7 Station C 



*OVIE 



25.0 KBET-TV GREAT MOVII 

5.9 Station A 

1.2 Station B 

0.8 Station C 



17.1 KBET-TV GREAT MOVIE 

13.0 Station A Robert Mont gi 

15.8 Station B Lawrence Weill 

1.1 Station C 



mery 



23.1 KBET-TV GREAT MOV). f 

25.5 Station A This Is Yoi"' r Llfe 

3.9 Station B 

3.0 Station C 



'Sponsor Magazine 
77 December 1956. 
Av. '/4-hr. ratings from 
Nov. '56 ARB Diary 



IT DOESN'T TAKE A MAGNIFYING GLASS 
TO MAKE THIS STORY CLEAR . . . 

KBET's "Great Movie" strip averages higher ratings against 3 opposing, 
top network programs . . . completely dominates local programs. 




TOTAL AREA SET COUNT: 
389,301 




SACRAMENTO 



STOCKTON ■ MODESTO 



KBET-TV • CHANNEL 10 

SACRAMENTO <A® CALIFORNIA 

BASIC fLK CBS OUTLET 




Call H-R Television, Inc. for Current Avails 
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SPOT 

NEW DEAL IN DETROIT 



Dropping of auto co-op arl funds puts spot radio and 

tv in stronger position as buying becomes selective 



_ DETROIT 
If spot radio and spot tv play their 
cards right, they stand to be big win- 
ners now that the automotive big 
three have eliminated co-op advertis- 
ing funds. This is the feeling here 
in The Motor Cit\ where SPONSOR 
came to cut through some of the con- 
fusion surrounding the new hand just 
being dealt at Chrysler. Ford and 
GM. The basis for this feeling lie* 
in these new table rules: 

7. Mo more dealer's choice. 
\^ bile media recommendations from 
individual auto dealer:- are still con- 
sidered, the final decision of where 
and how advertising dollars are spent 
now rests squarelv with the auto fac- 



by Bill Miksch 

tories and their advertising agencie-. 

2. lirnnil netc jack-pot. Stakes 
will he just as high or higher (car 
and truck advertising may edge close 
to $250 million in 19571. Factory- 
agency control of this pot means a 
new flexibility in media bluing. Lnder 
the new plan, dealers no longer ante 
up for this pot in the wa\ the\ for- 
merly did. A Chevrolet dealer, for ex- 
ample, used to pa\ into the co-op fund 
about $20 on each car he bought 
from the factor). Now thi- $20 i- 
added to the wholesale price of the 
car *o that, in theory at least, the 
dealer is no longer contributing to 
advertising but is ?impl\ paying a 



higher price for each car. It i- now 
up to the facton to ?ee that he gets 
the best possible ad\erti>ing coverage. 

These are the basic differences be- 
tween the old co-op m ?tem and the 
new factor) advertising plans. Their 
effect on the broadcast advertising in- 
dustr\ mav well take thi? shape: 

• Agencies trill gain stature. 
Auto companies will relv more than 
ever on their advertising agencies for 
sound marketing advice rather than 
adhere to the old system of leaning 
heavih on local dealer media prefer- 
ences. 

• Longer-term station buys. Fac- 
tor) -agenc) controlled advertising 
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Bigger share of possible $250 million automobile 
advertising total should go to spot radio and television 
in 7957 as marketing comes to the motor capital 



funds now give opportunity for long- 
range, strategic planning of spot cam- 
paigns. 

• Mo more angling for local 
rates. Since the fund is no longer 
local-national cooperative, but wholly 
national, there exists little basis for 
requesting local rates on the grounds 
that "60 ( < of this money comes from 
your own community." 

• More money for spot radio. 
Under the old system, radio was often 
bought as an afterthought out of left 
over co-op money. Right now several 
autos are buying or in the process of 
studying heavy new spot schedules. 

• Metro markets may gain. Auto 
companies are now obligated to give 
their dealers widest and most efficient 
support. In the auto business, about 



65 '7 of all sales come out of 45 
major markets. 

• Loral dealers and dealer coun- 
cils will boost their own ad bud- 
gets. With the death of co-op. dealers 
who want to enlarge their own busi- 
ness will have to do more advertising. 

• Network advertising will be 
unaffected. Only about \0 r /c of all 
the money auto companies invested in 
network shows came out of old co-op 
funds. These are traditionally factor) 
buys, as are national magazine cam- 
paigns. 

• Station reps will have to sell 
harder. They will have to know their 
markets and speak with real marketing 
authority in making presentations. 

• Possible decline of all co-op 
advertising. The move by Chrysler. 



Ford and CM may \se\\ lead other in- 
dustries to re-examine their co-op 
systems. 

Chrysler and CM dropped their 
co-op plans as of 1 January; Ford as 
of 31 January. Accounting depart- 
ments in all three firms are now 
dividing up what dealer dollars re- 
mained in co-op pots at the-e dates. 
The combined amount mav reach close 
to $15 million. By April, all dealers 
who had refunds coming should have 
received them. These will be for the 
most part Chrysler. Ford and GM 
dealers in the smaller markets in rural 
areas. (Wide-awake time salesmen can 
cash in on this windfall by calling on 
local car dealers right now. I 

Existing media buys made under 
the old co-op systems are being termi- 
nated as fast as possible to enable the 
auto firms to replace them with buvs 
under the new plan. Dealer commit- 
ments to stations and other media 
made prior to 31 December. 1956 are 
being examined. In cases where in- 
telligent campaign* might be disrupted 
or where iron-clad contracts exist, the 
manufacturers are honoring these buys. 
But before the new plan can operate 
at top efficiency, a lot of debris must 
be cleared awav. 

The foregoing has painted the new 
Detroit canvas with broad brush 
strokes. Specific details sponsor un- 
covered in talks with ad managers of 
motor companies and their divisions, 
with individual auto dealers, with ad- 
vertising agency executives and with 
station representatives here in The 
Motor City follow in question-and- 
answer form: 

Q. Are station buys being made right 
now under the new plan? 
A. \es. and many more are being 
considered. For example, Chevrolet 
is starting a short spot radio satura- 
tion campaign running from 20 March 
to 29 March in 400 to 500 markets at 
a 26-and-up announcements frequencv. 
A 52-week spot radio campaign is now 
under consideration at Ph mouth. 
Dodge Trucks has just made its first 
newspaper buy under the new set-up 
and may be ready for radio within a 
month. Pontiac is thinking about a 
13-week. SI million spot radio cam- 
paign. Oldsmobile has just begun a 
three-week saturation spot radio cam- 
paign in 55 major markets and close 
to 300 minors. 

This latter example might well be 



HOW TOP THREE 
ARE PLAYING NEW HANDS 




CHRYSLER CORP. This company which last 
year produced 1.077.877 passenger cars and 
trucks, will soon refund to dealers money left in 
co-op fund at 1 January. The) already are mak- 
ing buys under new plan, shutting off schedules 
contracted for under old co-op advertising set-up. 

FORD Producer of 1.966.474 cars and trucks 
in 1956. this company discontinued its co-op ad 
plan on 31 January. Ford dealers who have re- 
funds coming should receive them by April. 
Company is moving cautiously into new plan, 
trying not to disturb media bu\ ing mechanics. 




GENERAL MOTORS Biggest producer (3,- 
507,115 cars and trucks last year) was first to 
announce abandoning of co-op. CM dealers had 
complained of inequities under system to Sen- 
ate committee. GM has operated under new plan 
since 1 Januan : dealer refunds being made. 
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Dealers i* rr a*-nred new program replacing co-op will mean lx-iu-r 
advertising for all. Shown here arc member- of Lincoln- Mercury 
Nalioiial Denier Council al meeting in Deiroii ihi* pa-t week 

Marketing come* io molonlom. Che-ier K. Howie, Mercury 
sale* manager I 1), and George >. (j>ai-, general ruarkciing man- 
ager, plan new ad jlralecy made po— ilde through demi-e of co-op 





llu* ke\ to the new *tvateg\ that ha- 
conie to auto nth erti*ing under the 
new plan. 1 hose nearls 300 minor 
markets represent n hohl-o\er from 
the co-op system inasmuch n- the\ 
sserc just about the extent of Old* spot 
radio co\ ernge at the end of 1950. 
They were all being u*cd at the re- 
quest of Oldsinobile dealer in those 
markets. Olds activity in major mar- 
ket.* had dwindled In that time to cmlv 
Xess York. Los Angeles. Detroit and 
Chicago. Now Olds has taken a new 
look at its marketing strategs. and 
built to 55 major market*. It is quite 
possihle that *trong radio eo\erage in 
these majors will be the backbone of 
Olds advertising on a 52-week basi*. 

Q. Will the automotive advertising 
pot be just as large as before? 
A. No reason wh\ it shouldn't he. In 
fact, it may grow larger. The old co- 
op funds were raised In local dealer* 
chipping in about $20 to $50 dollars 
(depending on makes and models I 
whenever they pureha?ed a car from 
the factory. In 1956. total passenger 
ear and truck sales were 6.403.330 
units. Taking $25 a* an average eo-op 
contribution, this meant that dealers 
put in slightly more than $160 million 
toward advertising last scar. Indu*tn 
estimates for 1957 auto vehicle sales 
put volume at about seven million 



unit-. The piice* of the*e cm* to deal- 
er* will be inerea*ed S20 to $50 more. 
'1 In* money will go into the factors 
ad\ertising fund*. >o if *ales do hit 
*e\ en million units this \ear. then at 
the same $25 average, the advertising 
pot raised through increa*ed whole*ale 
prices should reach $175 million. The 
factorie* will go on swelling the*e 
funds with their own money in the 
*anie proportion* a* then did before. 

Q. ii hat proportion of the old co-op 
funds came from the factories. 
A. Dealers were traditionally the big- 
go! contributors. In some conipanie* 
it wa* a two-third* dealer, one-third 
factors pot. \t Senate ins estigations 
earls in 1956. it svas claimed that CM 
dealer* had contributed $70 million to 
the CM co-op fund while the eompans 
itself had only put in $20 million. 
\ash has been said to be the onls auto 
eompans which matched dealer fund* 
on the basi? of complete equalits. 

^ ' ARTICLE IN BRIEF 

Except for American Motors and Stu- 
debaker-Packard, auto co-op advertis- 
ing funds are dead. About $15 million 
is going back to local dealers as old 
pots are split. Spot is in strong position 
under new, more selective media buy- 
ing. Buys will be for longer terms. 



Q, ii hat about American Motors and 
Stu d chuher-I'ac h ard? 
A. Both these firms continue to oper- 
ate ssith eo-op fund*. Mosses er. each 
i* studs ing the p<> — i h il it\ of dropping 
them. If thes decide to follow in the 
foot*teps of the three major*, the muse 
might come thi* fall sshen thes intro- 
duce 195!! model*. In automotive 
-ale*. Studebaker - Packard control* 
onls 1. 90S of the market: \inerieaii 
Motor?' share is 1.95'r. Their com- 
bined spending in all media i- about 
10'r of all automothe advertising. 

Q. Does the elimination of the co-op 
ailvertising funds mean local dealers 
no longer have a voice in selection of 
media? 

A. Bs no mean*, lie is simply freed 
of media decisions. But if he ha- ans 
legitimate recommendation for an ad- 
vertising medium, he will he li-tened 
to bv the factors adserti*ing depart- 
ment who in turn xsill pa-- it along to 
their agency. \s Richard K. Forbe-. 
director of adverti-ing and -ale- pro- 
motion for Chrs*ler Corp. put it to 
sponsor. '"We regard evers Chrssler 
dealer a- our eu*tomer. We'll alxsas* 
li*ten to ans thing he ha- to sax ." 

It al*o -tands to rea*<m that a dealer 
x\ith a good *ale- penetration in his 
community sm'II alssay* be li-tened to 
very attentively. He probably will get 
i Please turn to \>age 92 i 



SPONSOR • 23 FEBRUARY 1957 



33 



HOW WE COMPETE ™*» \ mi 





Mrst Places: All Evening Periods 



30l 



NBC 




ABC TV's presentation graphically illustrated the network's history of growth over four years, emphasized its growing share of top ratings 



NOW IT'S THE BIG THREE 

Admen view ABC TV's spectacular presentation as start of new three- 
network era promising increased over-all audience, better programing 



TThis week there were few majo r 
ad\ ert ^ers and agencies who hadn'l 
gotten the message: There are now 
three major television networks. 

The point was carried hy ABC TV 
last week with one of the most dra- 
matic presentations staged in recent 
television historv. 

As AB-PT President Leonard Gold- 
en son indicated last fall when he took 
over as active head of ABC. the hig 
push for major network status would 
come in 1957. (See Newsmaker of the 
Week, sponsor 27 Octoher 1956.) La*t 



week the hig push got underway for- 
mally with a spectacular mass presen- 
tation before audiences of 1.500 in 
New York. 500 in Chicago. How did 
they react to ABC s hard-sell story ? 
A SPONSOR survev found these were 
key opinions. 

• ABC s emergence as a major t\ 
network accelerates the move away 
from a tight sellers" market. Client* 
will ha\e a wider range of choice in 
making network buys and may achieve 
increased flexibility in network con- 
tracts. Show costs are likeh to rise. 



• New money will be attracted into 
the medium via advertisers through 
more vigorous selling and greater 
choice of strong programing. As Ollie 
Treyz. v.p. in charge of ABC TV, told 
SPONSOR: 

"We're not seeking to raid the other 
two networks. Our emphasis will be 
on developing new programing and 
new clients for television."' 

• Strong programing in ABC T\ "<? 
fall lineup may force a general up- 
grading of network tv programing. 
And more and better programing, ad- 
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im*n agree, makes for ;i healthier tele- 
vision intlustrj totalis. 

• If ABC TV achieve* belter ckwr- 
anecs a- anticipated, spot l\ will bene- 
fit too. There'll l»e more good avail- 
abilities and probably, a resulting in- 
llnx of new money into spot tv as well. 

• Cost -per- 1.000 needn't necessarilv 
-idler, admen told si'ONsOH. Ootid pro- 
graming on three networks may build 
over-all sets-in-nse. 

"You develop a bigger and heller 
total audience for television with three 
slron*; networks." -ays Kd Karly. Spud 
ad manager. "We were better oil a- 
adverti-crs when there were four rathei 
than three big general national maga- 
zines. The same thing holds true for 
television." 

Savs Nick Keeselv. Lenneii & Newell 
v.p. in charge of tv and radio. 

"We hated to see Dii Mont go out. 
There's definitely room for more sets- 
in-nse, and three strong networks will 
stimulate more total viewing. There- 
fore cost-per-1.000 won't necessarily 
snfTer from ABC's competitiv e position, 
particularly if show costs don't keep 



rising at the frame iale> a- la-t v< 

• ABC's enhanced position may 
the edge olT government iuvestigal 
of the networks Mnce it makes tin 
tiie television iiulti*-tr\ more truly < 
petitive. 

• Many clients and agency men , 
cipate an upsurge in daytime tv 
result of \HC's entrv into dav time 
graining. Once again, the priuci] 
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ARTICLE IN BRIEF 



ABC's dramatic mass presentations 
open era of three major networks, ad- 
men agree. Clients view strong ABC 
TV as booster for total sets-in-use, 
and added cause for buyers' market in 
net and spot tv alike. Good program- 
ing, clearances make ABC big-league. 

increased over-all sets-in-use is men- 
tioned in connection with a wider 
choice in programing. AI*n. ABC's 
precedent-breaking price policy (oue- 
lliird rather than one-half of the night- 
time rate) is expected to attract new 



monev into < I a v 1 1 1 1 n ■ network lcle\ i-ion. 

I he portion of the \IH. pieselitatioil 
that's been called the "real eve-opcnei 
and that lias stirred most talk was the 
liacing id \B(! I \ s growth in the past 
lour veais. I he i ompctilht- ratinf_'s 
and eo-t-per- 1 .000 figuic- cited in 1 1 1 » - 
mass pilch are now being reviewed in 
inaiiv an ageucv and client research 
department. 

"We've all been aware of \I'C I'\ s 
growth, but I think most of us were 
plea-antlv surprised to sec the extent 
of it." said the tv-radio executive of 
a. giant company with grocery- and 
drug-distributed products. "Of cour-e 
a. comparison of average rating- for 
fullv sponsored programs tends in dis- 
criminate against the network with the 
most sponsored shows, since its aver- 
age will be dragged down bv the in- 
evitable number of stragglers. ' 

The presentation drew the following 
comparisons based on 1953 anil 1957 
Nielsen average audience figures: 
ABC TV 19.0 four vears ago against 
24.6 for CBS TV: 27.-1 for NBC TV. 
In 1957: ABC TV 21.1 ; CBS TV 2H.1 : 



Mass presentations in New York and Chicago drew 2,000 admen 




Presentations drew audience- of 2.000 ad- 
men, (fathered al New York's pre-entation 
(above. 1. 1»> r. > were Leonard Golden-on. AB- 
PT pres.: Hill Gillogly. ARC TV Eastern si- 
iiifir. : Hill Mullen, ARC T\ a/e; Ollie Treyz, 
v.p. in charge of ARC T\ ; L. F. De-niond, -1- 
v.p. for Dodge; Jack Minor, -1- v.p. Plyraoiilh 




Huge tv screen -bowed dala projecled from color 
-tide-, accompanied by full ABC orche-lra. Above, 
workmen put -creen into wooden frame painted 
to simulate a Ireniendon* Iv -el on -tage of 
\\ ahlorf'- ('.rand Ballroom. Presentation vva- re- 
pealed two day- later in Chicago'- Hotel "-hennan 
fur .S00. \l right, workmen -el up mock tv -creen 




fir i 





Closed-circuit, handled by ABC- mo 
bile "cra-h" unit in Waldorf foyer, -how- 
goe-ts arriving on monitor- in Ballroom 



ABC continued 



ABC TV's low daytime pricing may stimulate over-all daytime tv business 



\BC TV 18.6 in respective Februarys, 

During the same period, ABC TV 
has increased its hold on first place 
among all evening periods in 10 lialf- 
honr periods, as against three in 1953, 
out of a total 49. 

'"There's little question hut that 
ABC TV is becoming fully competitive 
with the other two networks.' says 
Revlon advertising v. p. Ceorge Ab- 
rams. "As for the clearance picture, 
which sounds very encouraging ac- 
cording to the presentation, there s no 
clearance problem that top-grade pro- 
graming won't help solve." 

In its presentations. ABC paid spe- 
cial attention to the radio network pic- 
ture, illustrating how the medium can 
add major total impact and audience 
to a network tv buy at additional costs 
ranging from only 10% to 20% of 
the network tv budget. Don Durgin 
v.p. in charge of VBC Radio, calls net- 
work radio ""the new medium, ideally 
complementary for the tv advertiser. ' 

I sing Nielsen figures, he show ed 
that a leading hour tv drama reaching 
18 million homes a month could add 
29% more new homes a month 



through network radio at an addition- 
al cost of 10%. 

He also showed, with another color- 
slide presentation, how ABC Radio 
weekend news could add 38% addi- 
tional homes to the audience reached 
by a top tv comedy-quiz which reaches 
20 million homes on its own. It could 
do this at an extra cost of 15%. 

"There s another side to the picture, 
too. " Durgin said. "An advertiser who 
translates a good television property 
into a radio show gains an important 
plus. By adding the same property in 
radio, y ou not only add circulation to 
your franchise, hut important mer- 
chandising, dealer-distribution and 
audience promotion support as well." 

He gave special mention to Tintex 
and Jet Bon Ami network radio com- 
mercials as being outstanding examples 
of good visual adaptation into radio 
terms. 

ABC TV's new fall programing is 
built around developing tv stars of its 
own, rather than raiding the other two 
major networks. Most of the adver- 
tiser excitement was stirred bv the 
Frank Sinatra series, the Mike Wallace 



interview shows and the new full-hour 
mystery series being produced by 
MGM for ABC TV. There'll also be a 
new musieal program built around Pat 
Boone, a recording star new to tv. 

A new Disney program, Zorro, will 
be sponsored on an alternate-week ba- 
sis by 7-Up, which has been active 
only in spot prior to this effort (plus 
brief participations in ABC TV's Cir- 
cus Time in winter 1956). 

"The programing outlook for fall 
seems exciting," says John Kennedy, 
Bristol-Myers brand advertising man- 
ager. "If they ean also deliver the 
station lineup they suggested in the 
presentation, they'll be intensely com- 
petitive." 

Other new shows mentioned in the 
presentation included a situation com- 
edy, Tin Pan Sally, and a new big- 
money quiz, Fame and Fortune. Other 
programing plans will stress action 
and Westerns. 

"It strikes us as a little bit too 
weighted toward action programing, 
but if that's what the public wants, 
thev've got the right idea," said the ad 




Fall programing lineup include* two major 
personalities new to network tv: .Mike Wal- 
lace (above) and Frank Sinatra. The latter 
will star in two full hour shows as well 
as package a weekly half-hour film series 
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Station clearance problem is expected to ease as result of strong programing star- 
ring personalities like Sinatra and Wallace in new net shows. Presentation (above) showed 
average ABC TV show today get* 87.8% of total coverage with 119 station lineup, antici- 
pates. 92.3% coverage for average fall program with expected 130-staiion lineup 



liutuager of ;i major food :wl\ ei t i-ei . 
"One of the Iron Mo* is tli;il this txpe 
of programing nun gel mi\c<l adult 
xiewiug. but it's imt leallx concen- 
trated \ iew ing on the part of women." 

Vnothcr new show planned for fall 
is designed not onl\ to ha\c fautilx- 
appeal, hut ha* a female star. It s 
I'lihlirit) Girl, with Jan Merling. 

New programing now being pre- 
pared h\ Warner Bn>-. Studios for 
ABC T\ include an hour-long alter- 
nate-week film -how with ciupha-i- 
upon the W e-t. Tx pieal titles are 
Trouble Smith, Oklahoma Kid, The 
Texan, \\ tuner is also preparing 
Amazon Trader, a weekK half-hour 
adventure program. 

I here "si also a new famih -appeal 
-erie- stalling an animal. Snonfire, 
about a white «*tallion and the five- 
\ear-old daughter of a widowed 
rancher who loves the horse. 

I)a\ time plans aren't fn 1 1 \ de\eloped 
yet. ABC l \ did annonnee one daih 
half-hour feature called Clamor Girl, 
in which makeup arti-ls and designer- 

ill transform average girls into 
"movie (preens."" 

.Most admen felt that while the prod- 
uct shown looked exciting, it is still 
too earlx to evaluate the fall \BC TV 
programing lineup. So much of the 
strength of the lineup will depend 
upon the programing opposite as well 
as upon individual program station 
clearances. 

"In network t\ today you can't take 
any single show out of context, in- 
cluding such promising and glamorous 
programing a? a Sinatra show."' said 
a drug brand ad manager. "I ntil you 
know the adja< encie-. the pricing, 
clearance- and shows opposite, you 
can't properb evaluate a show bus, " 

A great deal of speculation resobes 
around ABC T\ s daxlime programing 
and new pricing. 

'' I he new daxtime pricing is won- 
derful sales strategy." sa\s Harold 
Dobberteen, Bryan Houston v. p. in 
charge of media. "It takes courage to 
break through a 30-xear tradition and 
this move is \ery likely to attract cli- 
ents to ABC TV." 

It is generally agreed among clients 
and agencymen alike that the mass 
presentations in New York and Chi- 
cago have helped catapult ABC TV 
into the "big three." and that they're 
paving the way for intensely competi- 
tive inter-network salesmanship for 
fall. *► 



DISCOUNT HOUSE HAD TV 
TROUBLE — THEN, ZOWIE! 

j^^airing t\ and the di-comit hon-e. both lu-l\ postwar 
babies and both contributors to the cniienl marketing rex o- 
lution. is not alwaxs a- -iniple a- it might sound. But mice 
the formula is found /owie! 

Case in point: Teller-, a two— tore di-count hon-e in 
the San Diego area now going great gnu- with t\ a- the 
major artiller\. I Tor another example of how video jazzed 
up the ca-h registers for a discount house, see "Can a 
di-count hon-e afford to n-e Ix?"' -l*o\-o|{, 12 Januarx 
1957.1 

Teller's i- run l>\ an erstwhile World War II fixer b\ the 
name of \l\in Mrcp. The chain is named after Jack Teller, 
a partner whom Mrcp bought out about 2'-" \ear- ago. I hi- 
act wa- the first step of Strep'- in doing awax with the 
card-holding d ex ice. which so many di-count hon-e- u-e<| 
to get off the ground, and expand the stoie into a market 
[dace for the general consumer. His next -tep wa- to get 
more cooperation from his suppliers, who. to put it mildlx. 
were not ox erlx -excited about Mrep's pric e-cutting adxerti-- 
ing. He chose t\ to get liis nies-age across to the San Diego 
public and retained an cx-arinx buddx to act as hi- ad 
director. The latter's job: find the right tx approach. 

First tx efforts xxent sour 

Streps first tx efforts went sour, lie tried announcements 
on \ET\ along with a 15-minute lixe sports show, then 
went oxer to KISD-I\. where lie tried another sports 
show, with a local baseball personality doing the announc- 
ing. \ftei dropping this. Strep and his buddx produced an 
interview show on KFSD-1A with controx ersial elements 
and w ith one of San Diego*.- leading new -men. Lionel Van 
Deerlin. as moderator. Finally lie tried a half-hour sxndi- 
cated program. Craig Kennedy, Criminologist, on the -ame 
station. No dice. 

Two factors finally turned I he tide: ill availabilities on 
a Saturdax night feature film program on KFSD-IA and 
(2l the decision to let Strep do his own announcing. The 
commercials were long but the format was low pressure. 
Speaking in a natural tone of xoice. Strep used a generalized 
copx line stating that -hoppers could sax e bx Inning at 
Teller's. 

The effect was almost instantaneous. Strep shortlx after- 
wards I August. 1955 1 moved from his rather small store 
to a new location with no parking problem- (and right 
across the street from Sears. Roebuck, no lessL He also 
increased his t\ cox erage by buying into another KFSD-T\ 
mox ie show . Last August. Strep opened his second store. 
And he s still announcing, naturally. ^ 
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Max Tendrich, vice president of Weiss & Geller, New York, sug- 
gests a change in the method of spot buying in the article below. 
The sale of outdoor advertising in guaranteed coverage packages 
provides his theme. Spot, he says, could be bought on a guaranteed 
audience basis through station packages which would meet the 
requirements of most advertisers with a minimum of paperwork. 



"WHY NOT SELL SPOT LIKE Bl 

Guaranteed audience packages would eliminate a large part of the problems and 

paperwork now involved in the placing of a spot radio or tv schedule 



Li et's make rarlio and tv spot an- 
nouncements easy to buy. This will 
bring more business at a greater profit 
to the stations and encourage the 
greater use of broadcast media by ad- 
vertisers and agencies. 

The buying of broadcast media is 
much too complicated. What a differ- 
ence when compared to the purchase 
of an outdoor advertising showing! 

Let's assume that there is a choice of 
the selection of media for Product X 
between 24-sheet posters and spot ra- 
dio for the Philadelphia area. The 
agency media buyer refers to the cur- 
rent National Outdoor Advertising Bu- 
reau Poster Manual and "quietly" de- 
termines that he can buy in Philadel- 
phia a 100% showing of 64 illumi- 
nated posters and 44 un-illuminated 
posters for $5,400 or a 50% showing 
of 32 illuminated and 22 un-illumi- 
nated posters for $2.700 — or a 25% 
showing of 16 illuminated and 11 un- 
ilhnninated posters for $1,485. 

He knows that for his client's $5,100 
a month, he can saturate the Phila- 
delphia market with outdoor posters 
because the outdoor plant operator 
(who maintains a total of $2,655 post- 



er panels that he services j , has selected 
108 posters that will give an advertiser 
exposure to the maximum number of 
people during a 30-day period — or for 
$2,700 an advertiser can expose his 
message to 50% of the maximum. 

The outdoor people maintain a Traf- 
fic Audit Bureau which, like the broad- 
cast rating services, estimates the num- 
ber of outdoor travelers, auto or pedes- 
trian, who pass by and have a chance 
to see an outdoor showing. Ltilizing 
these figures, an outdoor plant can tell 
an advertiser how many people can be 
exposed to his message during a 
month's period. 

The client okays the expenditure for 
the 100% show ing and the agency me- 
dia bu\ er orders the showing by con- 
tracting through the National Outdoor 
Advertising Bureau. 

Will all the good locations be taken 
by the large long-term advertisers? 

No. In every showing the outdoor 
plant operator allocates a fair share of 
all different t)pes of locations so that 
a 100% showing can be compared in 
value with any other 100% showing 
being used. All of the locations are 
selected in advance in accordance with 



this pattern to give every advertiser a 
share of the better travelled locations. 

What happens when the media buy- 
er begins to try to expend $5,400 in 
spot radio today? 

Assume Product X calls for appeal 
to both sexes. The agency calls on the 
representatives of those stations with 
whose rating information and coverage 
data he may be familiar and asks for 
availabilities. Back comes a list of 
spots available with rating information 
of the stations contacted, programs 
and personalities which may not be 
familiar to the buyer. So the buver 
proceeds to try to make up a sched- 
ule. Very soon he notices that there 
are few early morning availabilities 
and few good daytime network breaks, 
and not too many spots between 5 and 
7 p.m. So he proceeds to pick and 
choose among the stations, unable to 
put a saturation on any one because 
of the lack of suitable spots — and he's 
therefore unable to earn maximum dis- 
counts. 

His selections are then typed for 
presentation to the client. The client 
comments on the lack of suitable time 
periods and says, "Aren't we better off 
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iii newspapers, or outdoor, where we 
don't have to take second best, where 
every advertiser has the same oppor- 
tunity for exposure?" Ma\ he he sa\ s : 
"'Let's only buy the better spots and 
save the balance for good openings" 
so he and the agency proceed to weigh 
the merits of each spot. Xext (lav the 
timebuyer is instructed to order. 

lie calls the rep to place the order, 
but two hours later the rep calls him to 
say certain spots are no longer avail- 
able but the station has offered others 
as replacements. Timchuver to ac- 
count exec to client back to account 
exec to timebuyer to rep to station for 
decision on replacements. An extraor- 
dinar\ effort by all parties to place one 
broadcast schedule. 

Hut all is not finished: a week later 
the rep calls the timebuyer saving two 
spots were not broadcast that week 
because the ball game ran over into 
extra innings. Do we want a make- 
good or a credit? Station offers make 
goods: can we get client to oka\ ? Rep 
to timebuyer to a e to client to a e to 
timebuyer to rep to station to okav the 
makegoods. Much ado about a make- 
good — much effort and a lot of paper 



work by all of the parties involved. 

This is a daily occurrence with main 
media buy ers. 

Radio is better than ev er. 

There are waiting lists for advertis- 
ers, but mostly during certain time pe- 
riods namely 7-9 a.m. ^ et what 
about all that afternoon and night 
time? Consumers also listen during 
these periods. Will advertisers stop 
advert isinir and sell i n " because of wait- 
ing lists? "So. they'll take their money 
elsewhere, and this monev is lost to 
broadcast media. 

\\ by don't broadcast stations, both 
radio and tv . arrange their spot broad- 
casts so that any one advertiser cannot 
get any special preference over an- 
other? This means that stations will 



ARTICLE IN BRIEF 



Let's make spot radio and television 
easier to buy, says Max Tendrich of 
Weiss & Celler, by substituting satu- 
ration packages for present method 
of individual availabilities. As with bill- 
board 100°o showing, saturation would 
be base, smaller packages available. 



-ell total schedules rather than indi- 
vidual spots f similar to purchase of 

2 i-sbeet outdoor poster advertising I . 

\n advertiser would buy from a sta- 
tion a 100' r showing spots which the 
station has selected that reach, in ac- 
cordance with an approved rating svs- 
tem fa system which is nun-existent 
today I. a saturation of the market. 

Suppose at Station \ 30 announce- 
ments— (six between 7-9 a.m.: six be- 
tween 9-11 a.m.: six between 11 a.m.- 

3 p.m.: six between 3-7 p.m.: and six 
between 7 p.m. -12 midnight i total 
100 points, it will not <;ct into the 
duplication and undnplicated lla~- le. I 
The station would program a certain 
number of these showings a- well a- a 
certain number of r>() r , or representa- 
tive showings and a number of mini- 
mum show ings. 

Kach of these plans would be priced 
advantageously : an advertiser buv in« 
spots individually outside of this plan 
would pay a premium. \t the end of 
the month, the station would submit 
normal aflidav it- a* to the number and 
time of broadcast*. No longer would 
( alb for availabilities be needed. Most 
of the paperwork would be eliminated. 
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Saturation packages would simplify spot 

buying and prevent monopoly of "best" times by big clients 



Heps would now sell their stations" pro- 
graming, stature in market, personali- 
ties and merchandising help instead of 
being mere clerks and bookkeepers. 

Advertisers and agencies would now 
be able to tell very closely what a ra- 
dio schedule would cost in any num- 
ber of markets. There would not be 
am delav s in getting schedules on the 
air. provided stations had these satu- 
ration units available. In outdoor, 
plant operators are sometimes sold out 
of showing; but there are other broad- 
cast stations in the market that can 
offer these saturation units. Thus, if 
one station does not ha\e a 100% unit 
available, an advertiser can buy two 
(50%) units on two stations. 

Now >ou readers are saving ''dream 
on." \\ hat central authority can be 
conjured up to determine what makes 
us these 100%, 50 f 't and 25 r ", units 
on a particular station? This brings 
up that matter of rating coverage 
services. 

^ es, we'll have to wait until the 
broadcast media comes up with a Traf- 
fic Audit Bureau, which does the job 
for outdoor, or the Audit Bureau of 
Circulation, which does the job for 
publications. W by not a new BAB — 
Broadcast Audit Bureau — to which sta- 
tions, advertisers and agencies would 
subscribe? This new rating service 
would offer to stations ratings for the 
time periods that make up the satura- 
tion units rather than the current 
quarter-hour hocus pocus. 

Now if a couple of announcements 
are pre-empted, the station automati- 
cally substitutes equivalent spots with- 
out anv more ''Teacher, may I leave 
the room? " permissions. 

This 'new" method of buying ap- 



plies to spot tv as well as spot radio. 

Suppose an advertiser wished to 
reach a particular segment of the audi- 
ence rather than the whole family. 
Saturation units can be worked out 
for the male-only, female-only, chil- 
dren-onlv advertiser at a premium. 
You can specify positions in a news- 
paper, often at a premium for guaran- 
tee of special positioning. 

The class "AAA A*' breaks I also 
non-existent but potentially under fu- 
ture rate-card rev isions) and "I.D. s" 
in nighttime tv would be offered the 
way outdoor spectaculars on rotary 
plans are sold. 

Spots around high - rated shows 
would be rotated among advertisers. 
They would still be sold according to 
100%. 50% or 25% saturation units, 
but no advertiser would have any one 
schedule for more than a limited pe- 
riod (if there were a waiting list I. 
For example, an advertiser might have 
the breaks following Lucy, following 
I've Got a Secret, and preceding Studio 
One for the 100% unit; this would 
then rotate with the unit consisting of 
an Ed Sullivan, Jackie Gleason and 
Phil Silvers spot. 

All of this should make broadcast 
media easy to buy, would not give 
preference to anyone, would encourage 
the use of radio and tv at all times of 
the broadcast day. 

A few further observations about 
the radio and tv business, this from the 
purely bookkeeping side. 

Most agencies and clients agree on 
weekly expenditures for radio and tv 
in various markets, and orders are 
placed that way. Vet stations insist on 
sending bills for individual spots. 
When the end of a mouth falls in the 



middle of the week, agency billing to 
client, and station billing to agency, 
never agree. Because of omissions and 
make-goods, station billing practices 
further confuse agency bookkeeping. 

Inasmuch as the original budgeting 
and huying was on a weekly basis, 
why don't stations bill weekly — or by 
weeks — and if spots are omitted, credit 
accordingly? 

In conclusion let me make clear 
that despite difficulties experienced in 
placing spot schedules, the spot radio 
and tv media are nonetheless reward- 
ing for the advertiser. Even if no 
changes in bu\ ing procedure evolve, 
the spot media will continue to grow 
because of their advertising effective- 
ness. But it is my contention that they 
can grow faster and be more effective 
for more advertisers if a way is found 
to hack through the paperwork and 
delays which can plague buying today. 

It is the growth of the spot media, 
actually, which has created the prob- 
lems we have been discussing. A 
system of buv ing and selling which 
was adequate 20 years ago is being 
outmoded today by the size and stature 
of the spot media. It should be noted, 
however, that both those who buy and 
sell spot have worked long and hard 
to overcome the difficulties inherent in 
spot placement. It is not the individ- 
uals who are at fault but the system 
which has evolved. 

We have seen, however, that it is 
possible to solve spot problems which 
were once considered insoluble. For 
example, spot television billings fig- 
ures b\ advertisers are now published 
regularly each quarter by the Televi- 
sion Bureau of Advertising. The 
Station Representativ es Association has 
made big strides toward a similar re- 
port in spot radio via its monthly bill- 
ings totals for the spot radio medium. 

If these two previously "impossible"' 
problems could be solved, then it is 
not ov er-optimistic to believe that new 
buying s\ stems can be created. The 
same ingenuity with which buver and 
seller now work within a cumbersome 
buying system should be applied to 
making adjustments in the svstem 
itself. 



'T Do you agree with the author? 

The rapid growth of the spot media has aggravated mechanical 
difficulties inherent in the present buv ing system. Do v ou agree 
with the ideas forwarded by Tendrieh to eliminate the complexities 
and paperwork of spot buying? sponsor welcomes comments and 
suggestions related to this article and the general problem. Address 
letters to SPONSOR, 10 East 49th Street, \ew York 17, \. Y. 

3 
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Til roll /ill on 1 tin- nation the twin- of courtroom i-oiertifie by ti and 
radio is heing pressed In stations attempting to reierse rirlmus it hu h 
liar their entry into the courts. \ concise iliscu \sirtn of the problem 
uas heard at a recent HI ES luncheon debate in \eu ) ori. ISelon are 
edited excerpts from tails Morris hi list and Jinlffe J ml in Miller 



It ~-> 
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Yes says Morris Ernst, we arc m>l ready for lirnmlcast coverage No says Judge Justin Miller, court l>ma>lra-U an- inevitable 

SHOULD TV AND RADIO BE 

KEPT OUT OF THE COURTROOM ? 

A possible conflict between basic rights of free speech 

and due process of law is bebind this hotly contested issue 



(morris krnsti There are questions in 
my mind about hav injr television in the 
courtroom and I see nothing which gives nie answers. 

\\ hat about the effect of t\ on witnesses? Some will enjo\ 
acting, some won t. I m assuming the\ won t see the camera, 
but won't they be consciou- of it? Won't it invite histrionics 
or make it more difficult to get te-timony ? 

\\ hat kinds of eases do we televise? Criminal cases? 
Prostitution eases? Do \ ou get a bigger sponsor and 
more money if you televise Jelke than if you do some 
important issues. 

I am concerned about the ultimate decision as to sponsor- 
ship. If litigation now pending of Zenith against RCA were 
to be sponsored by CBS. how do you feel about it? What 
about a teetotaller witness sponsored bv a beer ad? 

Who is to do the picking as to what part of the case is 
shown so as to ha\e a balanced -bow? 

Is this an instrument of national distribution or local? 
I am concerned about situations where there is onb one 
newspaper and one radio station. 

There is here a clash of two values. The \alue of an 
informed public seeking the truth. The other i> due process, 
another kind of search for truth. The search in the court- 
room. It ought to be considered, before we decide to televise 
the courts, how much we are nudging this most delicate 
search out of its proper path. ^ 



fklf\ f JIDGE J I sTI\ MILLER I I propose that we shall 
' ^ pry loose the hold which has kept broadcasting 

out of the courtroom, by such methods as ma\ be nece~sarv 
and with the proper safeguards to insure due process. If 
you come into a courtroom propcrh equipped ami willing 
to exercise your power as a conveyor of information, the 
judge, under due process of law has no power to exclude 
you from the courtroom. 

Some judges think the\ have, but the Supreme Court has 
expressly rejected that. It said in effect judges have no 
greater power to censor or exclude than anyone else. 

Mr. Ernst and I agree that a court should have the 
power to preserv e order, and anv one w ho interferes w ith 
the dignity of the court should be excluded. 

The psychological hazard which i- imputed to telev i-ion 
is, I think, largelv fictional. Have you ever observed anv one 
getting disturbed b\ being televised? In Texas at a demon- 
stration case, testimony was to the effect that indhiduals 
did not know thev were being televised even though they 
were told in advance. 

The whole thing is a gradual growth from the tine of 
the ecclesiastical anil star chamber courts. l ir-t the a idi- 
ence. then the pamphlet, then the newspaper. Now radio 
and t\ which expand the vision of the people. Inevitablv 
we are coming to the recognition of thi- new form of 
information to tin 1 people. ^ 
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A SPONSOR product roundup (J'urt 2 oj a two-part report) 



CANDY ON THE AIR 



Confection manufacturer;;* use of television and radio indicates 



the bigger firms are progressive but the candy industry isn't 



^^andy manufacturers are sweeter on 
television and radio than they are on 



advertising generally. 



As detailed in Part 1 of this candy 
industry roundup, puhlished 16 Feb- 
ruary, SPONSOR estimates about a third 
— SI 5 million — of all advertising money 
being spent this year by candy and 
confection concerns will go to the 
broadcast media. Yet of the $45 mil- 
lion anticipated as advertising ap- 
propriations for the entire industry 
this year, some $33.7 million will be 
spent by the 3o top-volume companies 
in the field. 

By and large, these industry giants 
are the giants in the confection group 
using television or radio advertising. 

sponsor estimates that most of the 
$15 million which may go to tv and 
radio this year will be entered in the 
television column, with emphasis on 



spot rather than network. In radio, 
spot likewise gets the candy advertisers' 
nod. This figure represents only es- 
timated national billing — network and 
spot — and does not include the many 
thousands of dollars which will be 
spent at the local or, in some case-, 
regional level. 

Advertising revenue comes from 
three sources within the candy in- 
dustry: (1) manufacturers, (2) manu- 
facturer-retailers, the producer who 
also operates retail outlets, and (3) 
independent retailers, such as candy 
and confection stores and candy de- 
partments of department stores. 

SPONSOR, in talking with candy 
manufacturers, executives in the ad- 
vertising agencies servicing confection 
accounts, and representatives of re- 
search and marketing associations, at- 
tempted to draw a profile of how 



these sponsors are currently using the 
broadcast media. 

Here are some of the broad-stroke 
outlines which indicate the status quo 
— and the future possibilities — among 
candy ad\ertisers on the air. 

Media: Television seems to be pre- 
ferred by advertisers making branded 
products with a more obvious appeal 
to youngsters. This is particularly true 
for the nickel candy bars, and for pack- 
aged lines available in supermarkets. 
The heaviest radio schedules are placed 
by those manufacturers producing a 
higher priced product, such as a dime 
bar or a box of chocolates because 
radio delivers them an all-family or 
adult audience. The adult — particu- 
larly the woman — is a ?econdary tar- 
get in the sales goals of most tv buyers. 

Programing: Because youngsters 
are still the biggest candy consuming 
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Leaders '» a ' r media have varying prob- 
lems and n-age. Peter Paul, with Almond 
Joy and Mound- bar*, seeks different au- 
dience from Whitman's boxed chocolates 



Program favorites in tv are still kid 

-hows; in radio, daytime program* with all- 
family or housewife appeal. Trend is 
to tv shows and radio announcements 




CROSS-SECTION OF CANDY AIR ACTIVITY 



ARTICLE IN BRIEF 

What arc candy companies buying with 
their estimated $15 million in broad- 
cast media? Part 2 in this series shows 
cross-section of national and regional 
advertisers using network and spot. 
Trends: longer contracts, harder copy, 
more frequency, new merchandising. 



group ami are most responsive to tele- 
vision advertising, candy companies 
using tv concentrate in and around 
kid shows. 

Accounts interested in reaching 
w omen only or adults in telex ision 
choose all-famil\ program appeals and 
adjacencies to general network shows 
or such popular local features as news- 
casts. In radio, there is a lessening of 
program purchase and a continuing 
trend toward spot announcement parti- 
cipations or adjacencies. 

Copy: Radio cop\ stresses repeti- 
tion, and tv cop\ hits hardest on hrand 
identification and packaging. As com- 
petition within the candy industry" in- 
tensifies, and as the tv and radio 
marketplaces grow ever more crowded 
with spot advertisers, there's stronger 
pressure for more attention-getting 
copy. In tv, advertisers think the at- 
tention factor i> heightened — for 
youngsters, especially — with use of a 
strong personality with whom the tots 
identify or with use of catchx animated 
cartoon films. 

Seasons: The cand\ industry, tra- 
ditionallv. pulls hack on advertising 
and promotion hudgcts during the 
summer months. This is especially true 
of the chocolate candies. 

But M and M candies, made by 
Food Manufacturers, have a particu- 
larly strong summer sales point in 
their chocolate product which is sugar 
coated and therefore "can't melt in 
your hand." M and M. therefore, is 
one of the few cand\ accounts which 
sta\s on the air all \ear around. I Some 
200 tv stations at last report.) 

The periods of heaviest advertising 
are coincident with the industry's 
major promotional events: Christmas. 
^ alentine's Day. Easter. Mother's Dav 
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Product 


Agency 


Spot 
radio 


Spot 
tv 


Net 
radio 


Net 
tv 


Fred \\ . \ mend < 'o. 


( hrrrkle- 


direct 




X 






Vnrcriran Chicle 


lieem.in cum 
Chiclet- 


Ted Bates 
Ted Bates 




X 
X 








I >« -1 1 1 > lie 


DFS 




X 
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llrn-h Nut-Fife 


lieech Nni pnm 


Y&R 


X 


X 






s ;nrr- Corp. 


1 .iff Saver- 


Y&R 
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X 






Cadbrirv Fry 


( l.idhury 


Pace Adv. 




X 






( harm- Co. 


( Iharin- 


Schcck Adv. 


X 








Chunky Chocolate. 


( .'lmnky 


Grey Adv. 




X 






1). 1.. Chirk Co. 


Clark Mar 


SSCB; Wentiel, 
Wainwright, Poister 
& Poorc 




X 






Felin liro-. 


litiller lirickle 


Campbcll-Mithun 




X 






Fi-her Nul Co. 


Fi-her nuts 


Bozcll & Jacobs 
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Food Manufacturers 


M & M candy 


Ted Botes 




X 






( lolil Medal Candy Co. 


liononio taffy 


Emil Mogul 




X 






Henry I leide 


lleide 


Kelly Nason 




X 






Hollywood liranrls 


IJutiernnt 


Grubb & Petersen 




X 








Hollywood 


Grubb & Petersen 




X 








Pay day 


Grubb & Petersen 




X 






Kolwrt A. Johnson 


Jolin-on 


Klou-Von Pieter- 
som-Dun lop 




X 
X 






Ltnlen's 


Fifth ,\ venue 


J. M. Mathes 








X 


Mars. Inc. 


Milky Way 


Knox-Reeves 




X 









s nikers 


Knox-Reeves 




X 








Three Mn-kelecrs Knox-Reeves 


— 


X 






Ma-on, \u & 
M ;in<;enheimer 


Ma-on's Mints 


Ellington 


X 








Ne-lle Co. 


Nestle hars 


McCann-Errckson 
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X 


New F.ngland Con- 
fectionery Co. 


Necco 


C. J. LaRoche 


X 


X 






Peter Paul. Inc. 


Mniond Joy 
Mounds 


DFS 


X 
X 


X 
X 






1'ez Haas, Inc. 


Pez 


Mann-Ellis 




X 






Planters Nut and 
Chocolate Co. 


Planters peanuts 


Don Kemper 








x 


Quaker City Chocolate 
& Con feci ionery Co. 


Good and Plenty 


Adrian, Bouer & 
Tripp 




X 






Reed Candy Co. 


Heed 


Kcncliff Breslich 


X 








11. IS. Kec-e Candy- 
Co. 


Ree-e 


Michener & 
O'Connor 




X 






Rockwood & Co. 


Roekv\ ood 


Robert W Orr 




X 






Sperry Candy Co. 


Sperry 


Keck Adv. 




X 






^v\eet- (Jo. 


Tool-ie Roll 


direct 




X 




X 


Stephen F. Whitman 
& S>n 


\\ liitman 


N. W. Ayer 


X 


X 






\\ ilhnr-J-nchard 
Chocolate Co. 


Nicliard 


Folti-Wessinger 


X 








\\ illiam Wrigley Jr. 


Spearniinl 
Double Mini 
Juicy Fruit 


Arthur Meyerhoff 
Arthur Meyerhoff 
Ruthrouff & Ryan 


X 
X 
X 


X 
X 
X 


X 
X 
X 
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CANDY ON THE AIR ... 

and the post-Thanksgiving holiday 
period. Most randies tend to peak up 
before and during these periods, and 
to slacken ofT until the next promo- 
tional or sales feature. 

Air times: In tv, again because 
children are the primary target, the 
preferred times of the day are late 
afternoon and earl) evening and Satur- 
day, when the maximum children's 
audience is available. More cand\ com- 
panies are moving hack into daytime 
tv. and some into late-night television, 
to reach the housewife. In radio, pre- 
ferred times are the daytime hours, 
spanning the periods from breakfast 
through the dinner hour. 

Trends: There will be more 52- 
week schedules, both in network and 
in spot, and the peaks and valleys 
of candy advertising are already even- 
ing out to a degree not seen before. 
As advertisers move into the broad- 
cast media, many using national ad- 
vertising for the first time, they're 
learning the value- of merchandising 
to their own trade and merchandising 
their broadcast personalities as well. 
There'll be more tie-ins through sta- 
tions with retailers, and more contests 
at the local level to spurt sales. 

Some of these air patterns, and 
some of the trends in the marketing 
and advertising of confections, will be 
traced in the following advertiser re- 
ports. They cover a cross-section of 
cand) advertisers — encompassing large 
national and medium regional ac- 
counts, those which devote their entire 
budgets to tv or radio and others 
which use them only in supplemental 
fashion. The accompanying chart, 
likewise representative rather than an 
exhaustive listing, indicates the t\ pes 
of broadcast media used by some 
major confection advertisers now on 
the air. 

Luden's Inc. splits its SI million- 
plus budget about evenly between net- 
work television and large national 
magazines. It advertises two branded 
products, its nickel bar, Fifth Avenue, 
and one of its three brands of cough 
drops, wild cherr\. Although cough 
drops, technically, are not a part of 
the confectionary business. Luden's 
classifies them similarly because they 
are sold at the same retail outlets and 
handled by the same jobbers. 

So explains Read H. Wright, vice 
president and director of tv and radio 



at the J. M. Mathes agency, New York. 
Luden's entire tv budget goes to partial 
sponsorship of Captain Kangaroo on 
CBS TV Saturday mornings. Luden's 
has used tele\ ision for about seven 
years, running the gamut of tv person- 
alities such as Howdy Doody and 
Pinky Lee who appealed ''directly and 
almost exclusively to youngsters'" sa\ s 
bright. 

Hob Keeshan as Captain Kangaroo. 
however, in his opinion, has "a soft 
hut emphatic sell which has a great 
deal of appeal for parents. He has a 
sort of patient insistence which kids 
can understand, rather than a scream- 
ing insistence. Parents like him, too, 
because they're- not as fond as their 
youngsters are of pratfalls and loud 
noises and a frenetic personality. 

"We think the real value in tele- 
vision is the association of the star 
with the product, and the star's de- 
livering the commercial gives the 
implication of endorsement.'" savs 
Wright. 

Commercials stress the big '"5 in 
the Fifth Avenue name, and this trade- 
mark, plus the package identification 
on tv, is designed to attract both the 
tot and the mother when they are shop- 
ping. Youngsters are most influential 
in the sale of five, six and 10-cent 
items, he says. 

Although Luden's has a large candv 
manufacturing operation, it supplies 
the product as non-branded candy to 
retailers. Thus the television effort has 
a secondary function of solidifying the 
company's position and prestige as a 
supplier to the candy trade. 

The William Wrigley Jr. Co., 
Chicago, continues to hold its position 
in the chewing gum segment of the 
confection realm for Juicy Fruit. 
Doublemint and Spearmint. It has 
purchased radio and tv advertising for 
many years, and its current schedules 
are concentrated on network daytime 
radio, reports Advertising Manager 
Wrigley Offield. 

Wrigley sponsors two network shows 
on CBS Radio: the Howard Miller 
Show from 12:45 to 1 p.m. five times 
weekly and the Pat Butlrarn Show 
from 2:30 to 3 p.m. five times weekly. 

His company's reason for using net- 
work radio: ''Our products are dis- 
tributed in every city, town and vil- 
age in the U. S., and we feel that 
network radio gives us the broad 
national coverage to reach people 
ever\ w here." In addition, the com- 



pan\ bu\s both spot radio and tv, with 
heavier schedules in the latter. 

The one-minute tv commercials are 
not placed according to "geographical 
or population arrangement, says Of- 
field, ''and we are just putting them 
into localities as the need arises." 
There are no plans at this point to ex- 
pand or change the tv lineup, he says. 

A representative spot tv schedule 
for Wrigley, as reported by Broadcast 
Advertisers Reports: 25 station break 
minutes and three participation min- 
utes divided between two stations and 
scattered over all seven days of the 
week. The participations are in an 
earl) evening film show, the bulk of 
the announcements are slotted during 
daytime hours to reach women. 

Beech Nut-Life Savers Corp., 
which makes Beech Yut gum and Life 
Savers, was one of the major confee- 
tion industry mergers last year. Ed- 
ward A. Noble, former president and 
board chairman of the American 
Broadcasting Co., who also was board 
chairman of the old Life Savers firm, 
now holds the same position with the 
merged corporation. 

Both of the product lines are ser- 
viced by Young & Rubicam, New York 
Cit). Beech Nut this year has switched 
to spot radio and national magazines 
after intensive spot tv schedules last 
year. 

Life Savers, which has long u-ed the 
broadcast media, at this point is using 
spot radio in only two market areas, 
New York and Washington. Each 
major station is purchased in each 
market, at a saturation rate of 30 to 
40 10-second announcements weeklv 
during the morning hours. The com- 
pany is using the jingles which were 
popularized seven years ago, and finds 
the repetition theory a sound one, ac- 
cording to an executne on the account, 
Jack Greer. They use one jingle for an 
extended period of time to get maxi- 
mum registry of the brand and the 
theme. 

H. B. Reese Candy Co., which 
makes Reese peanut butter cups, is 
planning a campaign which will con- 
centrate on television in major mar- 
ket areas and be backed up by advertis- 
ing in the candy trade papers. After 
animated musical commercials are 
completed at the Michener and O'Con- 
nor studios in Harrisburg. Pa., time 
slots will be scheduled at the agency of 
that same name. 

Quaker City Chocolate and Con- 
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SALAAM ALAKIM! 

Behold! Soon the grand wazirs of 
television, agencies and sponsors will 
be privileged to audition the spectacularly 
new and exciting adventure series... 




.. .never-before-told tales of daring deeds 
and wondrous enchantment from the fabled 
city of Samarkand, to gladden the hearts of 
youth and all who share the spirit of youth 
...filmed in Eastman color. . .starring the 
fabulous Sabu himself and a cast 
^ whose every player will excite 

the imagination^ 
J television viewers. 





TELEVISION CORP. production 
6 SUNSET DR., HOLLYWOOD 27, CALIF...445 PARK AVE., NEW YORK CITY 



FILMED AT 

Allied Artists Studios 



feel ion ery Co.. which makes the 
ranch bar Good and Plenty, is sponsor- 
ing both programs and announcements 
in 10 major tv cities this year. Film 
commercials will plug both the five- 
cent pocket package and the large 
family size. 

Lester Rosskum. Jr., vice president 
of the company . sa)s the 20-scrond 
and minute announcements "include 
appeals to all candy consumer grouj>s, 
and will also promote all seasons and 
major holidays." The large package, 
because it boosted Good and Plenty 
supermarket sales so much last )ear, 
will get a bigger share of the promo- 
tion this ) ear. 

Rosskam says: "Good and Plenty 
sales keep climbing for a plenty-good 
reason: spot television. We've been 
using tv for seven )ears. and every 
\car our sales have shown a substan- 
tial increase. We've had dramatic 
proof that the trade recognizes the 
selling power of television. When we 
introduced our new half-pound pack- 
age, we got fine trade support and 
wide advance distribution just by an- 
nouncing our plans to feature the 
package on tv. 

"Television is the whole reason v\hv 
sales keep climbing, and that's why 
we're concentrating virtually our entire 
budget on spot tv." 

Mars, Inc., Chicago, through 
Knox-Reeves agency. Minneapolis, 
spends a reported 70% of its annual 
advertising budget for spot television 
in behalf of its three nickel candy bars, 
Three Musketeers, Milky Way and 
Snickers. Its popular dime bar. the 
Mars bar, is advertised in consumer 
magazines. 

The spot television effort consists of 
a half-hour syndicated film show. 
Buffalo Bill, Jr., in 65 markets across 
the country. Saturday mornings are 
preferred times for the program be- 
cause the client wishes to reach chil- 
dren in addition to as man) housewives 
as possible, according to Russell Neff, 
director of radio and television for 
Knox-Rcev cs. 

The agency took over the account at 
the beginning of this year, continuing 
the Buffalo Bill Jr. program for the 
third consecutive year. It normally 
takes a 13-v\cek summer hiatus, when 
school kids are on v acation and returns 
to the air in October. Last year Mars 
used a supplementary tv spot schedule 
on 15 stations, going off the air last 
month. The commercial* are filmed. 



both for the spots and the program:.. 

Corliss Candy Co., according to 
Advertising Manager F. R. Reiter. is 
using ''a small amount of local radio.*' 
Its advertising plans arc in a limbo 
stage, inasmuch as its advertising and 
management executives are ''under- 
going a marketing and media study' 
on which future expansion and exten- 
sion will be based. 

Curtiss this year will spend about 
SI million on advertising, most of 
which is going to newspapers at this 
juncture before final analysis of the 
media study is completed. The com- 
pany has long used radio, both network 
and spot, and last year it was an alter- 
nate sponsor of CBS TVs Tales of the 
Texas Rangers. 

Planters Nut and Chocolate Co. 
puts the bulk of its broadcast expendi- 
ture into its sponsorship of Eddie 
Fisher on the NBC TV network. About 
95% of the commercial time is devoted 
to its peanuts and candy with a brief 
opening mention on the opening bill- 
hoard for its peanut butter. The com- 
pany, according to its advertising de- 
partment, is currently re-evaluating 
media and is contemplating the use of 
television at the local level. The local- 
level advertising, as it is now thought 
of. will tie in with various local pro- 
motional and merchandising plans in 
the offing. Planters' agency is Don 
Kemper, Inc. 

Stephen F. Whitman & Son, 
Philadelphia, is one of the big inves- 
tors in spot. Spot, tv and radio in 
combination, account for more than 
50% of the total advertising invest- 
ment, and. of this, the bulk of the em- 
phasis — perhaps <!0 r f of it — is in spot 
television. 

William (Bill) Clay, supervisor on 
the account at X.W. Aver & Son in 
Philadelphia, say s the tv spot pattern is 
a schedule of flights on a minimum of 
100 stations. The flight patterns vary, 
and are concentrated prior to the four 
major promotional events for candy — 
Christmas. Valentine's Day, Easter and 
Mother's Day . The biggest announce- 
ment buildup is in the fall before the 
Christmas season. 

The client buys only A, AA and 
AAA prime times in television, schedul- 
ing announcements per market on the 
basis of an indiv idual market budget 
which allows for a range of up to 22 
announcements weeklv in each market 



depending on ratings. They are on film, 
and 20 seconds long. Whitman seeks 
an adult audience, and prefers adjacen- 
cies to top-rated nighttime programs. 

In radio, the story is a v cry different 
enc — and an untold one. Whitman 
continues to conduct a great deal of 
experimentation in its radio adver- 
tising, and, after two years of analysis 
it's about ready to make its 1957-'53 
media selections on the basis of multi- 
ple-market results of this testing. The 
account is testing for many factors, 
one of which is the balance achieved 
by (1) the use of radio alone. (2) 
or in conjunction with tv, or (3) tv 
alone. Sixty-second announcements 
are preferred in radio. 

Whitman, a traditional print adver- 
tiser, entered into the spot broadcast 
field almost two years ago. One of its 
advantages over many of its competi- 
tors: the name and package had long 
been established in the puhlic mind be- 
cause of the heavy consumer magazine 
campaigns. As a result. Whitman 
would seem to have less of a problem 
than other manufacturers in gaining 
brand recognition and package identi- 
fication. 

The Fred W. Amend Co., Dan- 
ville. 111., puts 95% of its total adver- 
tising budget in telev ision to adv ertise 
its Chuckles candy . Its adv ertising 
appeal is primarily to youngsters and 
secondarily to mothers. 

The company bought spot telev ision 
in about 10 major markets last year, 
slotting live participations and film an- 
nouncements in and around kid shows. 
Amend likes a combination of live sell 
with a popular local personality, such 
as John Conrad on Elmer the Elephant 
in Chicago, and 20-second animated 
film commercials around the ABC TV 
network feature. Mickey Mouse Club. 

The range of frequency is from five 
to 10 a w eek, w ith an av erage of eight 
announcements per market per week, 
leports Amend President A. F. Rath- 
bun. He says the company used radio 
advertising consistently from about 
1927 to 1950. when the pattern changed 
to telcv ision. 

"We concentrated on cowboy movies 
for three to four years, and then 
bought our own show. Hail the Champ, 
for .-bowing in 21 markets for almost 
two vears. At this point, we plan to 
stay with spot tv for awhile." 

Chuckles is its only consumer prod- 



SI'ONSOR • 23 FEBRUARY 1957 



uet, and the most popular package fur 
the giimdrop-type candy is the nickel 
\ariety. Larger packages are distrib- 
uted in food chains and supermarkets, 
and television serves the. purpose of es- 
tablishing both brand name and pack- 
age in the mind of the housewife and 
her children as she shops. 

The Amend company, at this point, 
"is between agencies," says President 
Ratbbun. It was serviced previously 
by Karle Ludgin & Co.. Chicago. 

The New Knghind Confection- 
ery Co. uses broadcast media in com- 
pletely different ways for its two mar- 
keting divisions, which have different 
products with opposite advertising and 
sales objectives The A'ecco division, 
which makes nickel and dime caiulv 
bars and mints and these same items 
in bulk, sells its Xecco line only to 
candy jobbers and wholesale distribu- 
tors. Hut the salesmen in its second 
division, Lovell and Covel, sell exclu- 
sively to retailers. L&C makes a varied 
line of boxed chocolates. Distribution 
for iXecco extends to the Midwest, with 
both lines concentrated on the New 
England and Middle Atlantic areas. 

Because of the product, marketing 
and distribution differences, the adver- 
tising approach is geared to each divi- 
sion, Xecco's entire budget goes into 
broadcast media, both spot radio and 
tv. 

John L. Southard, account executive 
on .New England Confectionery for C. 
J. LaRoclie agency in New York, says 
the audience objective for the Xecco 
line is youngsters and some adults. 
Minutes and 20"s are scheduled through 
I he late afternoon and early evening 
hours. Csual broadcast schedules go 
as far West as Chicago, but this spring, 
preparatory to a complete revaluation 
of broadcast media techniques, the 
company is conducting an extensive 
media and marketing test. To better 
control the test situation, Xecco has 
pulled back its ad money to concen- 
trate all of it in the New England and 
-New York state areas. 

Its testing radio only, tv only and a 
combination of both media, and when 
analyses are completed in June they 
will serve as the basis for broadcast 
advertising patterns in the fall. 

1 he boxed chocolates are heaviest in 
newspaper, but radio is used at satura- 
tion frequencies to back up the holiday 
and promotional events which form the 



basis of candy indn*trj sales. lVn-dav 
radio schedules have a frequency of 
between 'M) and 40 announcements 
weekly in some 21) to 2.") market area-, 
throughout the North East and Middle 
Atlantic states. This lias been the L&C 
pattern for three years and its goal is 
to reach an adult audience at home in 
the earh morning, in cars as the man 
drives to work and at home in the 
evening. 

These are some of the advertisers 
who will contribute toward the esti- 



mated S I 5 million advertising invest- 
ment which confections will make in 
the broadcast media this year. 

I - or more detailed case histories on 
eatuh concerns, and how thev use 
broadcast media, see the following ar- 
ticles published previously by M'ONMJK: 
"Chunky goes national on 100'/ tv 
diet," 22 August 19.15; "Radio and tv 
greatest sales tools we ever had" 
(Mars), IS December 1952; "How tv 
took a candy out of the doldrums"' 
(M Ml. 10 June 1952. ^ 



WE DELIVER 





63 COUNTIES 
IN SOUTH TEXAS! 




KONO'S 24-hour delivery of Music and 
News really sends listeners. Sends them buy- 
ing products of 88 national advertisers who 
buy KONO Radio year after year. 

860 kc 5000 watts • 
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SAN ANTONIO 



RADIO 



GET THE FACTS . 
H-R OR CLARKE 



. FROM YOUR 
BROWN MAN 
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Capsule case histories of successful 
local and regional television campaign.* 




TV RESULTS 



TOYS 

SPONSOR: The Margin Co. AGENCY: Direct 

Capsule case history: Television lias repeatedly demon- 
strated its effectiveness as a medium for the abbreviated, 
special purpose ad campaign. Time after time it has brought 
results to advertisers who relied on just a few announce- 
ments to promote a sale, a particular product, a special 
offer, etc. The impact of a "quickie" television campaign 
was illustrated again in a special promotion initiated by the 
Marwin Co. during the 1956 Christmas season. The com- 
pain bought just three one-minute participating announce- 
ments on WBKB to advertise their Add-A-Count toy. The 
announcements were broadcast on the children's show 
Morning Spectacular and were presented live once a day 
for three consecutive days. The $1.25 toy was made avail- 
able to viewers only through mail or telephone orders. As 
a direct result of the trio of commercials, Marwin Co. sold 
1.400 of the toys for a gross sales volume of $1,750. One- 
third of the orders were placed In people from four 
states outside of Illinois. The three-day advertising 
campaign cost the Marwin Co. a total of $322.50. 

VRKH, Chicago PROGRAM: Morning Spectacular 



FURNITURE 

SPONSOR: Empire Furniture Store AGENCY: Direel 

Capsule case history: Just four one-minute announcements 
on station CJLH-TV brought the Empire Furniture Store a 
dollar \oluine amounting to over 1<5 times the cost of the 
announcements. The live commercials uere designed to 
increase sales of specific items from Empire s varied stock 
of furniture and home furnishings. The four announce- 
ments were aired during the two-week period prior to Christ- 
mas 1956 and only television advertising was used. One 
announcement brought the sale of 40 television stools. 24 
hassocks and 10 sewing boxes. Well over 60 hostess chairs 
were sold as a result of two of the announcements and with 
the remaining plug the Empire sold 10 studio lounges. The 
amount realized from these sales totaled over $3,360 and 
was the direct result of tv commercials costing onl\ $184. 
The $3,360 reoresents sales of the advertised items only and 
does not reflect the increased dollar volume on other goods 
resulting from store traffic created by the tv campaign. 
Empire has continued its use of tv, concentrating the 
greater part of a January sale ad budget in that medium. 

CJLH-TV. Lelhbrirlge. Alberta PROGR \M : Vnn»imteii)ent» 



WASHING MACHINES 

SPONSOR: Schorr Furniture & Appliance AGENCY: Wilke* 

Capsule case history: A sales increase described as "'star- 
tling ' was the result of this advertiser s departure from the 
advertising procedure most often employed by retail stores. 
It's not uncommon for retailers to use only one advertising 
medium but when this is done newspapers are usually 
selected. As an experiment, Schorr Furniture and Appliance 
placed its entire advertising budget on television for one 
month. The results of this experiment led Schorr to make 
an ad budget allocation unusual for a retail store: for 
the entire year of 1956. Schorr's total ad expenditure of 
$12,000 (devoted only to Dendix washers) was for com- 
mercials on KSLA-TV. The store used the Amos 'n' Andy 
show for 10 months, changing to one-minute announcements 
at the end of the Amos 'n* Andy series. For the remaining 
two months five filmed announcements were run per day in 
the morning, afternoon and in KSLA-TVs late movies. 
Schorr reports that with tv only, more Hendix wash- 
ing machines were sold in 1956 than in any previous year. 

KSLA-TV, Shrrveporl, La Program: Amos 'n'Aruly: Announcements 



LAUNDRIES & CLEANERS 

SPONSOR: Page the Cleaner & Furrier AGENCY: Direct 

Capsule case history: This advertiser's use of television 
to promote its new shirt laundry division brought Page the 
greatest volume of shirt business in the Edmonton, Alta.. 
area. Page's success with tv advertising in promoting its 
dry-cleaning and fur storage facilities led this Edmonton 
firm to rely heavil) on tv when introducing its shirt service. 
Since it began using CFRX-TV over two years ago. Page 
has experienced a steady upswing in sales of all its various 
services. The firm's commercials, aired in announcements, 
consist of approximately one-half live and one-half film 
clip announcements. Page personalizes its service by using 
the live announcements to introduce its route salesmen. 
The successful introduction of the new shirt laundry depart- 
ment underlines the effectiveness of television in meet- 
ing Page's advertising needs. The Page shirt depart- 
ment now processes over 7.000 shirts per week. Page's 
Alex Starko reports that the firm's dollar volume is 
now now running some 40^ to 50^ ahead of last 
year, in all divisions, due principally to CFRX-TV. 

CFRN-TV. Edmonton. Alberta PROGRAM: \nnouncements 
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We respectfully submit that this is the most outstanding sports 
series ever filmed for TV; and that it will become 
one of the most talked-about television shows of 1957 



ALL- 




WE HAVE SIGNED THE 
WORLD'S GREATEST STARS 




SORRY - 

Because of limited number of audition prints 
available, please don't w rite, wire or phone for 
prints unless you mean business! 



Thrilling one-hour 18-hole matches, with all the 
excitement and suspense of a live sports 
event— filmed especially for television. It will 
be a block-buster in every city on this or any 
hemisphere. There is nothing in TV that can be 
substituted for great sports competition. 

This is the first time that modern TV 
techniques have been properly applied to the 
game of golf . . . we eliminate the "walks" 
and the "waits" . . . but we graphically capture 
all the shots and all the drama that make 
this game famous. Seven cameras photograph 
the action and every nuance . . . you see 
and you hear what's happening better than if 

you were there in person. 



Walter Schwimmer Co. 

75 E. Wacker Drive, Chicago 1, 111. / FRanklin 2-4392 
527 Madison Ave., New York 22, N.Y. / ELdorado 5-4616 

You can buy 13 shows with an option for 13 more. Remember, 
this is an hour show — and what a gold mine this "All-Star Golf" 
series will be for late spring and summer! 



in' v.- 





vLL-STAR GOLF-produced by PETER DEMET, responsible for CHAMPIONSHIP BOWLING, America's most successful TV sports show 





j,i:>^AD - The 
,. ( -f |oney winner 



JULIUS BDROS - The 

World Champion at 
Tam-o'-Shanter in 1955 



JACK BURKE Jr. -1956 
Golfer for the year-Mas- 
ters and PGA winner 



JIMMY DEMARET-1957 

Thunderbird Invitation- 
al winner, Palm Springs 



ED FURGOL-The U.S. 
Open Championship 
winner in 1956 



DUTCH HARRISON - MIKE SOUCHAK-Was 

1956 All American winner of the SL Paul 
Championship winner Open in 1956 



^ SPONSOR ASKS 



Who sells the product better on television, 

a "stereotype" or "off-beat" actor 




Evelyn Peirce, commerciul casting direc- 
tor. J. II alter Thompson Co., Sew York 

\s F.liza Doolittle's father say s in 
"Pygmalion . . . "'A little of both. 
Henry. ... a little of both. ' To answer 
\ es or no to "stercoU ped or '"off 




"« Utile oj 
Until, Henry . . 
a little of both' 



beat casting is to us ersiinplify the 
situation ... lot alone the problem. 

In techniques. t\' and radio com- 
mercial* today run the gamut from 
Grau*tark to Paddy Chay fesky . We 
must satisfy a large audience which re- 
sponds to the familiar even though it 
hopes to see something new and differ- 
ent and so our commercials must in- 
clude both elements. There is. however, 
one essential . . . the audience must be 
aide to identify. 

A well conceived and produced com- 
mercial brings valuable information to 
the audience. The effeelh eness of it> 
reception depends! largely upon hate it 
i* convex ed. Here easting assumes its 
important and personal role. The de- 
cree to which the audience can identify 
with, and therefore accept the person- 
ality, the famib group, the boy-girl, 
the straight or corned) approach de- 
termines, to a large extent, their ac- 
ceptance of the product. 

Good commercial casting, then, call- 
for "types" we all know and who be- 
come people with whom we can feel 



at home. Since real people bear no 
resemblance to cardboard cutouts, it 
follows that casting emphasis should 
he placed upon personality more than 
upon the stereotyped . . . upon the real 
rather than the sy nthetie. 

Commercial casting today is so wide 
and varied in its needs and scope that 
it demands some of the stereotyped, 
but more of the off heat (assuming that 
"off beat realb means characteriza- 
tion I . 

To return to George Bernard Shaw. 
"A little of both. Henn . ... a little 
of both." 



Mary Lu Hertwig, casting director jor 
films, Leo Burnett, Inc.. \ew York 

When the tv viewer can stand up tor 
sit dow n ) after seein» a commercial 




"liettiuiz the 

talent 

to blend" 



and say "1 believe, the talent involved 
has sold the product. 

I ha\e ne\er met a professional actor 
or actress who couldu t do a job of 
selling a commercial. It all depends on 
getting the talent to blend with the 
mood and tempo of the commercial 
designed to sell the product. 

By that 1 mean —in a direct sell 
approach where talent stands up gen- 
erally sans all but product, presents 
the product and forcefulb delivers the 
particular advantages of the product 



to the audience, it takes a convincing, 
sincere, down-to-earth professional ac- 
tor or actress. 

I he situation ty pe commercial — with 
a story line and generally more than 
one actor or actress — also calls for 
sincerity . In this approach, good talent 
sells by being real, even day people 
dove-tailed into the stor\ line about the 
product. This way viewers can identify 
themselves with the talent. 

Both types of talent are a necessity. 
Both types sell — if the tv audience can 
sav. "I believe." 



Alice Duff, casting director, Cunningham 
& W afsh. Inc., \ ew York 

The purpose in casting a commercial 
i* to find the person or persons best 
suited to sell the product. Therefore 1 
find it impossible to sav that a stereo- 
type sells a product better than the off- 
beat type, or vice-versa. The concept 
of the commercial plus the eop\ to be 
delivered are the ke\ s to w hat "tvpe" 
of person is chosen for the commercial. 

If a commercial is slanted to appeal 
to a group of persons, i.e. the average 
American housewife, the talent used 
would in all probability he the epitome 




"the commer- 
cial dictates 
which type' 



of the average American housewife — 
a stereotype. In this instance, a stereo- 
type commands the attention of the 
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KLZ is FIRST 
AGAIN in DENVER 



i-nn-uiiii-r hcean-e ■slii- l>elie\ aide. \n 
ulT-l i-.il l\pe might easih hecoine :i 
tai iealiu e <>f I he- hou*ew iff. Ihereln 
[tuning t lit" consumer awa\ from tin* 

J . It M I lift . 

I |uwc\ er. «-ln>uf»l ;i commercial In' 
t real ft I thai is "ufT-ln-at" in rhu rat* If r. 
llu'ii an "olT-l cat" person would I >f be*<t 
-uilftl to lliat eoiuuirrcial. Hminw* the 
ImtK <>f the rommt'icial is «■ lit i rf I \ dif- 
ferent from a straight—ell or "slereo- 
t v )>**" commercial, a >te re ot\ pc (trior 
is nol ii-ualK ft|uippccl In hii mile this 
different approach Id t'tipv. If the "olT- 
heat" la If nt is suited to tlif product 
ami llif comnif rcial. In* would probabh 
>ell tlif product hfttfr than I lit* Mereo- 
h pf . 

I fffl I hat thf commercial dictates 
which t\pc of person should he usfd 
to .-ell thf product : therefore, one t\pe 
t-oultl not possibh out—ell the other 
l\ pe in e\ f r\ instance . 



Doris Cravert, t asting suftrrrisor. Dancer- 
Utigerulfl-Sampfe, .\eu York 

\\ f lister defines the word "'stereot\ pe" 
a* something which is dull, repetitious 
and routine. \ cominercial east with 
stereoU pe aclors is goinj; to fall into 
the *ame eate'ion. Off-heat ra-timi can 




''metlivine .show 

brought 

up to date 



help a cominercial sell In capturing the 
kdevision viewers attention and imag- 
ination. 

Off-heat casting does nol mean using 
weird, odd or peculiar types hut rather 
using actors and actresses who seem 
helievahle in the roles the\ are pla\ ing. 
it is casting not lo any particular physi- 
cal t\pes hut rather to the needs of the 
cominercial and to what the actor can 
hring to the copy. It is main limes 
casting an actor for a commercial who 
is an exaggeration of type, hut keeping 
within the limits of good taste. Though 
not a commercial, and it would certain- 
ly make a wonderful one. Jackie Glea- 

l Please turn page I 



MORNINGS 
AFTERNOONS 



NIGHTS 



ABC week Iwql 

Weekly averages as reported by Pulse, Inc. — based on 72,000 
completed quarter-hour reports, November 1956. Full Morning 
6 AM — 12 Noon; Full Afternoon 12 Noon — 6 PM; Full Evening 
6 PM — 12 Midnight. No selected segments. 

MORE Va HOUR FIRSTS THAN ALL 
OTHER DENVER STATIONS COMBINED 

No wonder national and local spot 
business in 1956 was the greatest in the 
35 year KLZ-Radio history! 



ALL KLZ PERSONALITIES CtmtWM 
TO DO A GREAT SELLING JOB 
TOO -THANK YOU! 

Dale Morgan Show from 5:30 o.m. fo 9 a.m. 

Art Cow's Ladies Choice from 10:30 a.m. to 11:15 a.m. 

Pat Cay Show from 12:05 p.m. fo 12:45 p.m. 

Carl Akers Show from 4:00 p.m. fo 4:55 p.m. 

Starr Yelland's Party Line from 8:00 p.m. fo 9:00 p.m. 

and Denver at Night from 5:00 p.m. fo Midnight 



STEP UPiO KLZ IN DENVER 

KLZ 

Kadii (fs6o KcTyDeiui^i 



For the full siory of KLZ's leader- 
ship in Denver, call your KATZ 
man . . . ar Lee Fandren, General 
Sales Manager, in Denver at MAin 
3-4271 — loday! 

• Slotnl.iy through Friday 



CBS FOR THE ROCKY MOUNTAIN AREA 
REPRESENTED BY THE KATZ AGENCY 
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ERROR last month 

please correct your records 

KMSO-TV 

Missoula, Montana 
is the 

ONLY 

MONTANA TV AIRING 

LIVE SHOWS 



People out here prefer 
live TV to canned! 



Your best Montana BUY 

KMSO-TV 

Missoula, Montana 



V 



MELODIOUS MUSIC 



ABC NETWORK FEATURES 



TOPFLIGHT HOURLY NEWS 



A 1 

. . . that s how we win and hold the 
-"buying-est" audience in the rich 
Rochester-Western New York market. 

GET FACTS AND FIGURES 
ON "PREFERRED PROGRAMMING" 
FOR YOUR ADVERTISING 

5000 WATTS 1280 KC 

WVET 

ROCHESTER, N.Y. 
Represented Nationally by 
THE BOILING COMPANY 




SPONSOR ASKS continued . . . 

son's "Honeymooners"' sketch is an 
example of this. 

A well-cast commercial and one that 
sells, takes into consideration what the 
copy is saying and who the copy is 
selling. It uses talent which will most 
effectively accomplish this. A commer- 
cial on television is the old traveling 
medicine show brought up to date — 
first you entertain them — or maybe I 
should say. you sell them while you 
entertain them. 



Lucile Mason, casting director, Compton 
Advertising, Inc., New York 

The person who sells best is the be- 
lievable individual, and believability 
cannot be typed. Rather it is a quality 
which emanates from the heart and 
mind of the speaker. Its appeal is uni- 
versal. Not only is an appeal made to 
the mind of the potential buyer, but 
also to the emotions. For not until the 
mind and emotions of the viewer have 
been welded together will the effect be 




"she acts 
from the 
inside ouf 



felt along the pocketbook nerve and a 
sale result for the advertised brand. 

When casting a commercial, we look 
for far more in an individual than an 
attractive appearance, a pleasing voice, 
and a degree of technical facility. 
Uniqueness and believability are the 
prime requisites. An actor must dare 
to be himself. As Brooks Atkinson once 
said about Mary Martin: "She acts 
from the inside out.' - We want individ- 
uals with warmth and vitality to talk 
about our brands. Beauty alone does 
not sell soap. "That IVORY look'' may- 
be a great asset, but an agency tries 
to find a person who can speak know- 
ingly and believably about a product 
. . . someone without an ounce of 
"phonyness." An actor can give his 
individuality free rein. We want 
uniqueness! And when we find this, 
we're sure our product will sell. ^ 




I 



I believe in "grass roots" 
promotion, down-to-earth ac- 
tivities in terms of people's 
interests and needs, be they 
listeners, viewers, or buyers 
of time. 

1 believe that practical pro- 
motion ideas are born from 
a continual evaluation of the 
needs and interests of the 
advertisers and public we 
serve. I therefore believe in 
being creative, without be- 
ing so "cute" that the pro- 
motion aim is out-dazzled 
by the "gimmick." 

My 10 years broadcasting 
experience has shown me 
the value of such "grass 
roots" promotion, without 
benefit of large cash budgets. 

Though no fault of my own 
I'm available to put my ex 
perience and ideas to worl 
for you, wherever your sta 
tion is located. At present, 
1 can be interviewed in New 
^ ork. Let's get together. 
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Louisville's 
BEST KNOWN FIGURE 




The WHAS-TV Channel 11 figure is Kellogg's "Superman" 
here, and the promotion slide adds Sunday, 6:00 pm. At other 
times, he removes the cape and shows up as a dramatic 
director to promote Heinz' "Studio 57". 

The WHAS-TV Channel 11 figure is known at a glance, and 
morning, noon and night, he goes into Kentucky and southern 
Indiana homes to remind viewers of the outstanding programs 
on WHAS-TV. He's a constant symbol of excellence. 

He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 

Are you participating? 



VICTOR A. SHOLIS, Director 

NEIL CLINE Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 




BASIC CIS-TV Network 
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Top 10 shows in 10 or more markets 
Period 1-8 December 1950 
TITLE. SYN01CAT0R. SHOW TYPE 


Average 
ratings 


7-STATI0N 
MARKETS 


5-STA. 
MARKET 
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Dr. Hudson s Secret Journal (D) 
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San Francisco Beat (M) 

CBS FILM 
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Jet Jackson (K) 

SCREEN GEMS 
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an unweighted average of Individual market ratings listed above. Blank space indicate* film another In this chart. 'Refers to last month's chart. If blank, show was not rated at ain ■ 
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NOW 

more than 
ever! 

TWO OF 
DETROIT'S 

"BEST 
SELLERS"! 



The tremendous soles records 
established for advertisers in '56 
ore positive proof of the potency 
of these two powerful stottons in 
the Detroit oreo. Look ot the 
record ond you'll look no further 
for your advertisers. 




,n 



9 





J. E. Compeou, Pres. 



GUARDIAN BLDG. 
DETROIT 

Young Television Corp., No'/. Rep. 



nice 

work, 
John 




JOHN J. LAUX 

WSTV-TV, 

STEUBENVIUE 



CODE 



Q increased vour Thursday 



9:30-10:00 time slot rating 96.6%* 
Sponsor: Stroh's Brewery 

am 



•ARB. Nov. 1956 




for y our market availab 'ities. 

ca I, write or wire 

ABC Film Syndication, 

1501 Broadway, New York • LA 4-5050 



8 OUT OF lO 
TOP HOUSTON 

SHOWS 
ARE ON 

KPRC-TV 

CHANNEL 2 



ic 10 top shows in the nation, only two are tops in Houston. Eight 
f the 10 top rated shows in the Houston market are on 
FjT-TV. Remember, when you buy Houston, Houston audience 
f-ences do not coincide with those of the nation. Here is 
< that KPRC-TV is the best buy for the South's largest market. 



C USTON TOP TEN 



NATIONAL TOP TEN 



] 



I1Y COMO KPRC-TV 

PARADE KPRC-TV 

IftGE GOBEL KPRC-TV 

OUCER'S SHOWCASE KPRC-TV 

HER KNOWS BEST KPRC-TV 

TT EARP Station B 

HE FORD KPRC-TV 

IETTA YOUNG KPRC-TV 

IFLICT Station B 

li IS YOUR LIFE KPRC-TV 

t'\' Report — Houston Area, Eight Weeks, 

October 2S - December 22, 1956. 



^LUWJUmL NOT IN HOUSTON'S TOP TEN 
i -MMfir-I.U.CY ,,.,— , . NOT IN HOUSTON'S TOP TEN 

■ fir-F THFflTBF not in Houston's top ten 

4££K»&E N N Y— ■ ■ NOT IN HOUSTON'S TOP TEN 

PRODUCER'S SHOWCASE 

S64,QQQi QUESTION NOT IN HOUSTON'S TOP TEN 

JH ME-Y1AMI1,, , , NOT IN HOUSTON'S TOP TEN 
£H£aL4 ttfaJ l P NOT IN HOUSTON'S TOP TEN 

PERRY COMO 

l-VE BOTm A ■S i FBBFT NOT IN HOUSTON'S TOP TEN 

** National TV Nielsen - Ratings, Two Weeks Ending November 24, 1956 



HARRIS 

resident and General Manager 




LATEST NSI RADIO REPORT* SHOWS KDKA 
.. . TOPS in the all important metropolitan area 
. . . TOPS in the 8 county area 
. . . TOPS in the total market area 

GREATER PITTSBURGH PULSE* CONFIRMS 

Latest Pulse Report shows KDKA the leader in 360 quarter hours 
a week, Monday-Friday, out of 360 surveyed. 

What's putting KDKA way up there? 

MUSIC — that's programmed the way people like it . . . not only 
what they want to hear, but when they're in the mood 
for it, around the clock. 

NEWS — that's reported while it's happening — fast, prompt, 
complete on-the-scene coverage . . . from mobile units, 
beep phones, and wire services. 

SERVICE — that's all-out . . . including complete weather round- 
ups, hourly . . . full traffic reports at peak hours . . . 
where to go . . . what to do . . . Community Bulletin 
Board . . . lots more selling-service features! 

That BIG audience you want to reach is yours for the phoning. 
To check on availabilities, call Don Trageser, KDKA Sales Man- 
ager, EXpress 1-3000, in Pittsburgh. Or A. W. "Bink" Dannen- 
baum, WBC-V. P. Sales, MUrray Hill 7-0808, in New York. 




In Pittsburgh, no selling campaign is complete 
without the WBC station — 




WESTINGHOUSE BROADCASTING COMPANY, INC. 

radio— boston. wbz+wbza pittsburgh. kdka. 
cleveland. kyw fort wayne. wowo; 
chicago, wind: portland. kex 

television boston. wbztv; pittsburgh, kdka-tv: 

cleveland, kyw-tv san francisco, kpix 

wind represented by a m radio sales 
kpix represented by the katz agency. inc. 
All other wbc stations represented by 
Peters. Griffin, woodward. Inc. 

* november. 1950 



GO 
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/ ii rflrh listing of changes 
in llir mhrrtisine, and \>rtmdrnst firlds 



NEW AND RENE 



NEW ON TELEVISION NETWORKS 



SPONSOR 

Bell Telephone, NY 

Bird & Son, East Walpol •, Mass 

Crcyhound, Chi 

Liggett & Myers, NY 

Pepsi-Cola. NY 

Procter & Camblc. Cm 

Quaker Oats, Chi 

Shulton, NY 



AGENCY 

Ayer, NY 
HA&R, Boston 
Crcy, NY 
Mc-E. NY 
K&E, NY 
Burnett, Chi 
NL&B, Chi 
Wesley. NY 



STATIONS PROGRAM, time, start, duration 

CBS 193 Hemo the Magnificent; W 9-10 pm; 20 Mar only 

CBS 77 Carry Moore: alt M 10IS-10 30 am; II Feb; 26 wks 

NBC 129 Steve Allen. Su B-9 pm ; 7 Apr-30 |unc 

CBS 134 Hey Jeannic: alt Sa 9:30-10 pm , 16 Feb; 6 wks 

CBS 2H Cindrrclla; Su 8-9:30 pm. 31 Mar only 

CBS 1S7 Phil Silvers: alt Tu 8-B.30 pm; 26 Feb 52 wks 

NBC 82 NBC News; Tu 7:30-7.45 pm; 12 Fcb-23 Apr 

CBS 214 Cinderella; Su 8-9 30 pm; 31 Mar only 



RENEWED ON TELEVISION NETWORKS 



Corn Products. NY Miller, NY .NBC 122 Queen For A Day: WF 4:15-4 30 pm: 22 Mar; S2 wks 

Revlon, NY BBDO, NY CBS 178 $64,000 Question; Tu 10-10:30 pm; S Mar; 52 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Alfred R. Beckman 
Joseph C. Bctzer 
Olga Blohm 
Paul C. Brines 
Donald Bruce 
James H. Burgess 
Ccorgc Chamberlain 
Robert Cole 
Keith B. Collins 
Jay Corrington 
Frank Crane 
Alan B. Cullimore 
Edward J. DcCray 
Frank Devaney 
Frank T. Edwards, Jr. 
Ramsey C. Elliott 
William Flynn 
Wally R. Foxal 
Raymond L. Fuld 
Carlos Rivera Conzalez 
Ceorge Creaves 
Frances Haughn 
Jean Hcndrix 
Ccorgc Huntington 
Barton C. Isbcll, Jr. 
Richard Johnson 

William Kobin 

Robert M. Lcthbridgc 
Al Madden 
Ceorge Marr 
Alfred M. Masini 
Donald McFall 
Andy Murphy 
Jeff Nagle 
Ed Podolinsky 
David Robbins 
Van Rubenstcin 
Robert Rufner 
William Sackheim 
Ad Schneider 
Edgar C. Shelton, Jr. 
H. W. Shepard 
Berry Smith 
Robert L. Stone 
William Walsh 



FORMER AFFILIATION 

ABC Tv, NY, dir stn relations 
Vogue Wright Studios, acct devel exec 
.Standard Radio Transcription Services, Chi, admin 

.WIRE, Indianapolis, news dir 
-Croslcy Broadcasting, nat sis rep-tv stns 
WQAM, Miami, sis 

_KFBK, Sacramento, stn mgr 

KODE, Joplin, Mo. chief announcer 
.Southern California Broadcasters Asso, Hy, prcs 
.McCann-Erickson, Toronto, dir tv 

ABC Radio, NY, dir stn relations 
_KFBK, Sacramento, chg sis & service 

KBTN, Neosho, Mo. mgr 
„KMJ, Fresno, program mgr 

US Rubber, advtng exec 

KOMO-TV, Seattle 

M-C-M Television, sis exec 

Publicidad Badillo, San Juan, Puerto Rico, acct exec 
KRCA, LA. staff exec 
. KNXT-CTPN. Hy. sis traffic mgr 
WSB-TV, Atlanta, filmbuyer 
TvB, NY. dir sis devel 
Lcnncn & Newell, NY. media dept 
WSVA-AM-FM-TV, Harrisonburg, Va, promotion & 

public relations 
CBS, Wash. DC 

Weed Television, Chi 
-KCO. KCO-TV. SF, acct exec 
. Dclmar Productions. Milwaukee, head 

CBS, NY. acct exec-net sis service 

Quaker Oats. Chi. public relations dir-Pct Foods div 
KMJ, Fresns. announcer 

Household Finance, Chi, regional advtng mgr 

KNXT-CTPN, Hy. sis service 
-J. A. Hogle, San Diego, sis 
-Screen Cems, NY, producer 
.NBC, NY. exec 

-US National Security Training Commission, dir 
-California National Productions, NY, dir bus devel 
-WAVE-TV, Louisville. Ky. sis 

WABC-TV, NY. gen mgr 
_''nderwood Corp. asst convention mgr 



NEW AFFILIATION 

Same, also vp 

Cal Dunn Studios. Chi. vp chg sis & creative services 
Same, gen mgr 

Truth Publishing Co, Elkhart. Ind, vp 

Same, program dir 

WLW-A i tv I . Atlanta, sis mgr 

WTVJ. Miami, acct exec 

KNXT-CTPN, Hy, sis service mgr 

McClatchy BroadcastKig, Sacramento, sis dir 

Same, program dir 

KPOP. LA, dir nat sis & merch 

Couscns Productions, NY, vp 

Same, also vp 

Same, stn mgr 

KODE, Joplin. Mo. radio sis mgr 

Same, stn mgr 

Ziv Tv. NY, nat sis exec 

KVAL-TV. Eugene, Ore, sis 

Ziv Tv, NY, nat sis exec 

WAPA-TV, San Juan, Puerto Rico, sis Mgr 

KBET, Sacramento, stn mgr 

*amc, sis service super 

c ame. asst to s'n mgr 

c ame. also asst to pres 

Peters. Criffin, Woodward. Atlanta, radio mgr 
Same, sis mgr 

Same, general assignment producer — CBS news & public 
affairs 

Ziv Tv, Chi, nat sis exec 

KXXL. Monterey-Salinas. Cal. gen mgr 

WISN-TV. Milwaukee, sis 

Edward Petry. NY, tv sis 

Truth Radio Corp. Elkhart. Ind. vp 

Weed Tv. Chi. sis 

Same, program mgr 

Weed Tv. Chi. sis 

Walt Framcr Productions. NY. head film div 
-Same, nat rls rep 
KFSD. San Diego, sis 
Same, dir program devel 

Shamrock Pictures. Winter Park Fla. gen mgr 

ABC. Wash. DC. asst to vp & dir 

NBC. NY, dir special protects — NBC owned stns 

WFIE (tv), Evansville, Ind. gen mgr 

Same, also vp ABC 

Cellomatic. NY. acct super 
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^ NEW AND RENEW 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

Albert W. Allen 
Elizabeth Crumpacker 
Norman L. Drynan 
Norman M. Finke 
Siler Freeman 
John Hackett 
Fred Kaplan 
Albert Kornfeld . 
John B. Leupold 
Andre Luotto 
lames MacPherson 
Eric McGregor 
Curtiss Melby 
Gene Miller 
john J. Mulligan 
Mildred North 

Al B. Pote 

Richard C. Pratt 
James R. Roberts 
William Salkind 
Angus Simpson 
Sherman Slade 
Esty Stowell 
Ferdinand C. Teubner 
lean M. Tougas 
Richard R. Uhl 
Thomas F. Vietor 
Andrew N. Vladimir 
Robert J. Ward 
James H. West 
Eugene F. Whelan 



FORMER AFFILIATION 

.Bryan Houston, NY, vp 

_Allardice-Ridgway, NY, partner 

.F. H, Hayhurst, Toronto, vp & senior acct exec 

Scripture Press, controller 

Crowell-Collier, NY, industrial ed 

Katz, Baltimore, media buyer 

Dan B. Miner, LA, art dir 

House & Garden, NY, editor in chief 

F. H. Hayhurst, Montreal, vp & office mgr 

Andre Luotto Productions, NY, pres & gen mgr 

Warwick & Legler, NY, acct exec 



.Pillsbury Mills, mktng & advtng — refrigerated foods div 
Mumm, Mullay & Nichols, NY, office super 



Charles W. Hoyt, NY, vp 

Charles W, Hoyt, NY, sec - - 

Kenyon & Eckhardt, NY, asst acct research super 

.Dan B. Miner, LA, acct super - .. 

-Benton & Bowles, NY, exec vp 
Patterson Productions, Phila, vp 
E. W. Reynolds, Montreal, acct exec 
Sullivan, Stauffer, Colwell & Bayles, NY, r-tv dept 
Sullivan, Stauffer, Colwell & Bayles, NY, r-tv dept 
WAPA-TV, San Juan, Puerto Rico, sis mgr . 
California Advertising Agency, acct exec -„ . ... . 

H. W. Kastor, Chi, r-tv dir 

Sullivan, Stauffer, Colwell & Bayles, NY, r-tv dept 



NEW AFFILIATION 

Joseph Katz, NY, vp 

Kenyon & Eckhardt, NY, staff publicist 
Same, also member board 

Aubrey, Finlay, Marley & Hodgson, Chi, bus mgr 
Kudner, Detroit, public relations 
Knox Reeves, Minneapolis, timebuyer 
Same, also member board 

Lewin, Williams & Saylor, NY, vp & member plans board 
Same, also member board 
Emil Mogul, NY, dir foreign lang dept 
Calkins & Holden, NY, acct exec 
E. W. Reynolds, Toronto, asst acct exec 
Knox Reeves, Minneapolis, acct exec 
-Potts-Woodbury, Kansas City, Mo, r-tv writer 
Robert Otto, NY, acct exec 
E. W. Reynolds, Montreal, space & timebuyer 
Charles H. Garland, Phoenix, acct exec 
Same, also a director 
Same, also vp 

.Same, super experimental research 
E. W. Reynolds, Montreal, prod mgr 
Same, also member board 
Ogilvy, Benson & Mather, NY, exec vp 
American Asso of Advtng Agencies, NY, exec staff 
Same, dir French services 
Same, also vp 
Same, also vp 

Gotham-Vladimir Advertising, Puerto Rico, vp & gen mgr 
.Compton, LA, acct exec 
Same, vp chg r-tv 
Same, also vp 



SPONSOR PERSONNEL CHANGES 



NAME 

Hugh R. Conklin 
Laurence Dunn 
Daniel T. McFadden 

Hollice H. Sims 

Max C. Sisk 



Raymond F. Underwood 



FORMER AFFILIATION 

General Foods, nat sis mgr — Post Cereals div 
_Crove Laboratories, mgr grocery & variety store sis div 
..American Can Co, asst to gen sis mgr 

Continental Baking Co, regional mgr-Hall Baking div 

.Grove Laboratories, asst sis mgr 

Lever Bros, gen sis mgr — Lever div 



NEW AFFILIATION 

Lever Bros, gen sis mgr — Lever div 

Same, also asst to mktng vp 

Same, gen sis mgr — beverage container div 

Same, asst to pres 

.Same, sis mgr 

.Same, dir sis devel 



STATION CHANGES 

KABQ, Albuquerque, has appointed National Time Sales east & mid-west 
reps 

KABO, Albuquerque, will join National Spanish Language Net, effective 
1 Apr 

KCKN, Kansas City, Kan, has appointed Litman-Stevens & Margolin 
as agency 

KOVR-TV, Stockton, Cal, is now an affiliate of ABC Tv Net 
KPOO, SF, is now KSAY 

KSAY, SF, has appointed John E. Pearson natl reps 
KWG, Stockton, Cal, is now an affiliate of Don Lee Net 
Lobster Net, Me, is represented in NY by Richard O'Connell 
Lobster Net, Me, is represented in Boston by Harry Wheeler 
Lobster Net, Me, is represented in Chicago by Hal Holman 
WCOU, Lewiston, Me, is now a member of the Lobster Net 



WFAU, Augusta, Me, is now a member of the Lobster Net 
WFST, Caribou-Presque Isle, is now a member of the Lobster Net 
WGHM, Waterville-Skowhegsn, Me, is now a member of the Lobster Net 
WGUY, Bangor, Me, is now a member of the Lobster Net 
WINZ, Miami, is now represented by Petry 

WKJC, WKJC-TV, Fort Wayne, Ind, have been purchased by Truth 
Publishing Co 

WLAM, Lewiston, Me, continues to be represented by Everett-McKinney 

WLOB, Portland, Me, has begun broadcast operations 

WLOB, Portland. Me, is now a member of the Lobster Net 

WPTV, West Palm Beach, has appointed Blair Tv Associates natl reps 

WRUM, Rumford, Me, is now a member of the Lobster Net 

WSOC-TV, Charlotte, N. C, will become an NBC affiliate around 1 May 



NEW FIRMS, NEW OFFICES (Change of address) 



Deitenbeck Advertising, Orlando, Fla, is new agency with offices at 169 
E Church St 

Shamus Culhane Productions, LA, is now located at 6226 Yucca St, 
Hollywood 

UPA Pictures has opened Chi sales office located at 360 N Michigan Ave 
Wagner-Smith Associates, NY, has become Roy V. Smith, Associates 



Westinghouse Broadcasting Co's midwest sales office, Chi, is now 
located at 2818 Prudential Plaza 

W-CAR, Detroit, will have new location in Detroit's Masonic Temple, 

effective late in Feb 
WSTV, Inc and The Friendly Croup have opened new national sales 

office at 487 Park Ave, NY 
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Cat *&tf 



Oklahoma 



TEXARK AN A 



Texas 




COVERAGE IN 32 COUNTIES 

Jn Tcxas-Arkansas-Oklahoma-Louisiana 
(NCS #2) 

OVER 100,000 TV HOMES 

88,450 TV Homes (NCS #2) (plus Projected 
increase) not including Home County 
of any other TV Station 

ENTHUSIASTIC ADVERTISER ACCEPTANCE 

Illustrated by 250 Hours Sponsored Network 
Programs Monthly 



KCMC-TV 

CHANNEL 6 

TEXARKANA- TEXAS, ARKANSAS 

MAXIMUM POWER 100,000 WATTS 

Walter M. Windsor Richard M. Peters 

General Manager Commercial Manager 

Represented by Venard, Rintoul and ^^^^^ 




by the only sales 
influence which 
unites the great 
resources and 
buying power 
of over 600,000 
people . . . 



A, (engaged in industry, 
J commerce, agriculture, 
oil production in the most 
diversified and growing 
area in the country.) 



INTERCONNECTED 




McConnell. Inc. 



TRANSMITTING 
NETWORK 
COLOR 
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lowest 
cost -per- thousand 



I in Columbus 




O 



-i 



< 



O 
w 



cost per thousand is 
44% lower than its 
closest rival. 



delivers 5.1 average 
between 8 and 5. No 
ratings below 4.4 
Pulse: Sept.-Oct. '56 



covers what counts! 
800,000 people in half 
millivolt contour. 
550,000 of them are 
in Franklin County . . . 
the home county. 



Columbus, Ohio 

the station with 
a personality. 



(jAe-fkeAfefe-We 







National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

TREND OF THE WEEK: Advertisers are enlarging the scope of 
their advertising to include a general audience. Apparently, some 
feel that advertising strictly geared to the housewife is too special- 
ized to produce maximum sales results. Much recent research indi- 
cated that the trend towards suburban living throughout the coun- 
try has made the man a more important factor in the sale than pre- 
viously because he now usually accompanies his wife to the market 
on weekends. Note below National Biscuit Co.'s 18 week campaign 
in the Midwest during afternoon and evening hours. 

Sterling Drug Co., New York, is huving in 22 markets nationally 
for its Haley's M.O.. a laxative; it will be a 13-week campaign. Most 
announcements will he minutes, with an average of three to four per 
week per market in daytime hours. The film commercials are for a 
women's audience. Buying is completed. Buyer: Bob Bruno. 
Agency; Dancer-Fitzgerald-Sample. New York. 

Economic Labs, Inc., St. Paul, is buying in Los Angeles and San 
Francisco and 14 additional markets in the Midwest and West for its 
Soil-Off product, a detergent. The campaign will start 4 March in 
Los Angeles and San Francisco for a period of 10 weeks: late April 
and early March for the other markets. Average number of an- 
nouncements per market per week will he 10. The 20-second film 
commercials and the one-minute live announcements will be slotted 
mostly in daytime hours for housewife impressions. Buying has not 
begun with the exception of the two above mentioned cities which 
ha\e been completed. Buyer: Edna Cathcart. Agency: J. M. 
Mathes, New York. 

Block Drug Corp., Jersey City, is planning a test campaign in 
four to six scattered markets to sell Denture Grip. One-minute an- 
nouncements are being bought in late evening hours for its film 
commercials. Buying has not begun. Bu)er: Herbert Liebennan. 
Agenc) : Grey Advertising. New York. 

Duffy-Mott, Inc., New York, for its apple sauce and juice, is enter- 
ing a number of markets beginning 25 Fehruary for 13 weeks. '1 his 
is the second half of the campaign which was initiated last fall. 
l.D.'s and chain breaks will be used during both daytime and night- 
time hours. The campaign is slanted to a family audience. Bu\ing 
is completed. Buyer: Russel Young. Agency: Young & Rubicam, 
New York. 

National Biscuit Co., New York, is bu\ ing time in 26 markets in 
the Midwest for an 18-week campaign to promote 100 c c Bran. 
One-minute film commercials are aimed at a general audience. The 

(Please turn to page 69) 
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The Highest Rating EVER Made 

on a Feature Film! 
WOW-TV 

Reg isters 50.5 Trendex- 
95^° Audience Share 

with MGM FILM — 
"30 Seconds 
Over Tokyo"! 




(10:30 p.m. Wednesday, Jan. 2) 



WOW-TV DOMINATES 

Feature f ilm'Viewing 

in OMAHA 
WITH THESE EOUR 

0u ,sto ndin 9 F.lm ti brorigsl 



7 <w o 

. 1 FRANK P. FOGARTY, Vice President and General Manager / 
^ 1 FRED EBENER, Commercial Manager B ^ 





IN OMAHA it's WOW and WOW-TV 

IN SYRACUSE it's WHEN and WHEN-TV 

IN PHOENIX it's KPHO and KPHO-TV 

IN KANSAS CITY it's KCMO and KCMO-TV 



represenfed by BLAIR-TV, Inc. 
represenfed by The KATZ Agency 
represenfed by The KATZ Agency 
represented by The KATZ Agency 



Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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I the new self-liquidating I 

S-E silver dollar plan for boosting power! 
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There are a number of VHF-TV stations for whom the S-E Silver Dollar Plan represents a practical way 

to add profitable revenue. Through the addition of a 25-kilowatt S-E "Add-A-Unit" Amplifier— these stations 
can now add signal strength and viewers ... to obtain more profitable time charges. The tost of the amplifier 
is only $25,000 . . . half the cost of previous models of this type ... an achievement made possible by new 
manufacturing techniques which have substantially reduced production time. Expansion 
can be made without disposing of or replacing your present equipment. Let us show you . . . with facts and figures based on 
your station's present and potential signal coverage . . . how The S-E Silver Dollar Plan can add profitable 

new income which pays for your station's expansion. Write at once to William Zillger, Vice President, 
Standard Electronics Corporation, 285-289 Emmett Street, Newark 5, New Jersey. 

standard electronics corporation 

A SUBSIDIARY OF DYNAMICS CORPORATION OF AMERICA, INC. 
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Right from the horse's 



To make sure you say what you 
mean . . . mean what you say!— 
put your message on film . . . check 
and recheck it with real live audi- 
ences before it's finally aired. Then 
there'll be no "flunV'-no fault to 
find with what's said and done. 



Furthermore, you schedule to bes 
advantage, save time and mone 
—when you use EASTMAN FILM) 

For complete information write to 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 



Be sure to FILM IN COLOR . . . you'll be glad you did 



Spot buys continued . 



M-lii'iluli' encompasses iiio.-ll\ ;i ftei niMin hour- :mil evening, with an 
average nf four announcement- in each market pel week. Buv ing 
lias been completed. Buver: Hub lime-. Vgeticv : k»-n\ on \ Kck- 
hatdt, Svw \ mk. 

RADIO BUYS 

TREND OF THE WEEK: More and mure advcrti-ei- Imd that 
radio is the oid\ medium that can comprehensively reaeli the mar- 
ket when the product is sold to a speeiali/ed "roup and or uuUMial 
living patterns exist. Note below \o\zeiua Chemical Co. - radio 
advertising in seven Florida cities. Potential consumers are most 
likel\ to he tourists who do not have t\ -ets a\ailahle to them: 
moreover seasonal aspects reduce general tv watching and increase 
radio listening becau-e it follows the audience out-of-door-. 

Noxzema Chemical Co., Baltimore, is testing its new -mi tan 
lotion •"High Noon" for 10 weeks beginning II March in -even 
Florida cities, including Miami. One-minute e.t.'s will be aired at 
various hours with a general audience in mind. Pattern: 10 an- 
nouncements in each market per week. Buyer: \ era Brennan. 
Agencv : SSCB, Xevv York. 

Lever Bros., \ew York, is buying time to broadcast Lifebuoy an- 
nouncements in 90 to 100 markets. Campaign will run from 13 to 
30 weeks, depending upon the market. B.t."s will be one-minute 
length. Buying has not been completed for 11 March kick-ofT. 
Buver: Vera Brennan. Agency: SSCB. New ork. 

Drug Research Corp., New York, is testing its new product Regi- 
men in Columbus. Ohio., for an indefinite period. The weight re- 
ducer will undergo a heavy saturation campaign during daytime 
and nighttime segments. Commercials will be live and mostlv min- 
utes. Buying is completed. Buyer: Jack Peters. Agencv: Kastor. 
Farrell. Chesley & Clifford. New ^ ork. 

Lever Bros., \ev\ York, is buying in approximately 85 markets for 
Silverdust. Most of the markets are in the Eastern half of the 
country. Plan is for 7 to 20 announcements in each market per 
week. One minute e.t.'s vary in theme, from jingle to straight copy. 
Bining is completed. Buyer: Ira Consier. Agencv : SSCB. New "iork. 

RADIO & TV BUYS 

TREND OF THE WEEK: Longer tests to measure media, and the 
saleabilitv of a product, are being conducted so that conditions are 
more representative of a normal market. In the pa-t. te-ts have 
often been too short and when a campaign v\as rolling later, it wa? 
found the research wasn't valid. Note below that Lever Bros, did 
not extend its advertising for Hum until after it had been tested for 
fiv e months in one city . 

Lever Bros., Vvs York, is extending its test for Hum. a new liquid 
detergent. Product has been promoted in the Cnlumbu*. Ohio, mar- 
ket for the la-t five months Now. the plan is to adverse it in 
scattered markets nationally. Buying has not been completed. 
Buver: Jack Canning. Agencv : SSCB. New York. 





News and Idea 

WRAP-UP 



1 . Highest antenna in 
South Carolina 
Highest above sea 
level (2209 feet) 
Highest above average 
terrain (1182 feet) 



2. CBS for Spartanburg- 
Greenville area 
Nation's 50th* Market 
*CBS report to FCC 
Dec. 1955 



3. Top network 
shows, films and 
local programs 



Center of the 
progressive 
Industrial 
Piedmont 



2 billion market 
286,765 TV 
homes 
200,000 

unduplicated CBS 

6. No adjacent 
channel 
interference 



M 


7. Active 
promotion 


Geo. P. Hollingbery 

National Representatives 


SPARTAN 
RADIOCASTING 
COMPANY 

SPARTANBURG 
S. C. 

Walter brown 

President 


i h * n iU| 





AGENCIES 

Sherwood Dodge has heen named 
national marketing director of 
Foote, Cone & Bclding. 

Previously v. p. and general manager 
of the New York office, Dodge will 
coordinate marketing plans and ser- 
vices in all FCB offices. 

The merchandising department un- 
der v.p. Everett F. Braden will func- 
tion as a separate entity. Dodge's new 
post is an innovation for the agency. 



Here are some reasons why ad- 
vertising is essential to '"our dy- 
namic way of life"" as outlined hy 
Thomas D\Arcy Brophy, chair- 
man, Kenyon & Eekhardt, and 
chairman of Advertising Week: 

• Advertising increases company 
security. 

• Advertising makes johs. 

• Advertising reduces selling costs. 

• Advertising increases compam 
profits. 

• Advertising speeds up consump- 
tion (needed hy '"our enormous 
and growing productivity.' 1 ) 

Brophy sees the general integration 
between merchandising, promotion 
and research as "The pattern of the 
new advertising to meet the challenge 
of the marketing future." 

The Ettinger Co. will merge with 
Communications Counselors, Inc.. 
public relations affiliate of Mc- 
Qmn-Ericksoii. The merger becomes 
effective 1 March. Under the new set- 
up Margaret Ettinger will he vice 
president and manager of the Holly- 
wood arm of Communications Coun- 
selors. 

New agency appointments: Doyle- 
Dane, Bcrnbach for CBS Radio's con- 
sumer advertising . . . W. B. Doner. 
Baltimore, for the Phillips Packing 
Co. as of 1 March. Radio and news- 
paper advertising will he used for Phil- 
lips' soups, canned vegetables and 



processed foods . . . Blaine-Tlioiripson 
for the P. J. Ritter Co.. effective 1 
April. Ritter ad plans call for regional 
and seasonal promotion with main 
emphasis on Ritter s Ketchup, McIH- 
henny Tobasco and Farm-Style Relish. 
Spot radio w ill he among media used. 
. . . Compton for G.H.P. Cigar Co. on 
El Producto, La Palina and Lovera 
Cigars. G.H.P. is an independent divi- 
sion of Consolidated Cigar 



ADVERTISERS 

Here's a unique and constructive 
idea from MFA Mutual Insurance 
Co. 

The insurance firm is throwing 
a sponsor-station party on 24 Febru- 
ary. 

Attending will be representatives of 
MFA units that sponsor 43 programs 
in 31 markets along with station man- 
agers and show personalities. Over 
100 guests are expected and MFA's 
director of advertising, W. Judd Wyatt 
says: "We think we'll all learn some- 
thing from each other." (See Sponsor, 
3 October 1955, for MFA story "Farm 
Radio Helps Up Insurance Sales 
27.5 1.) 



Re-dedication to the '"Truth in Ad- 
vertising" crusade founded 50 years 
ago by Samuel Candler Dobbs, former 
president of Coca-Cola, was a high- 
light of Atlanta Advertising Club's 
observance of National Advertising 
Week. 

William E. Robinson, present Coca- 
Cola president, told members that ad- 
vertising is "the tireless and persistent 
generator of dynamism in the Ameri- 
can economy — for better goods at low 
prices. ' Robinson then went on to 
call for the resumption of the crusade 
for truth and integrity in advertising. 
"While examples of dishonest insinua- 
tion and innuendo are not multitudi- 
nous," he added, "we should seek 
them out and bring to bear all the in- 
fluence we can to eliminate them. Ad- 
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\ertising cannot afford to ha\c urn 
iolleu apples in t lie barrel. ' 

On the nuttimntit e l'mut: Dealer 
meetings are now being held in Detroit 
ami a round the euuntr\ . 

\t llie-e get-together* iu'\\ factor) 
uihertif.inji plans for replacing the old 
co-op -\ stems are being explained b\ 
the Three ( G. \1., Chr\*lk>r, Forth 
to the dealer.-. (See "Spot Cets a New 
Deal in Detroit," page 31.) 

NETWORKS 

Vvr the first time two Alii". TV 
.shows lui\e hit in the Trendex top 

10. See the February 1937 report. 

New to the list is U'vatt F.arp, (in 
the number three spot), while Disney- 
land (in ninth position) makes up the 
other half of the \BC duet. 

Onh one |\HC T\ r program placed. 
Perry Conio shows up as number inc. 

There's an interesting slant (re 
network thinking) in etinneetion 
with NBC TV's new midday shows 
-The network is pointing up the fact 
that the programs, Close-Up and Club 
60, w ill replace 31-1 4 hours of feature 
film shows each week on the seven o&o 
station nucleus carr\ ing the duo. 

Originally the programs were of- 
fered only to the o&o's. but now both 
are available to all interconnected affil- 
iates. Cost set up is unusual too. 

On stations— other than the o&o r — 
:-ponsor's price will be that of affiliate's 
rate card it is understood. If sustain- 
ing, there will he no cost to earning 
the show. 

Special prices ha\ e been sot up on 
the o&o stations ranging from S42o 
on WRCA-TV. \ew \ ork. to $40 on 
WBl F, Buffalo. (These prices are for 
one time per week. Kate protection 
is 30 days, except for WCAl-TV. 
Philadelphia which has six-months 
protection.) 



Radio as a supplement to [\ was 

theme of Don Durgin's remarks during 
the panel discussion on "Whv the 
Boom in Radio' at a recent meeting of 
the AWRT. 

The vice president in charge of the 
\BC Radio Network said. '"While the 
basic franchise for the large advertiser 
is typically in television, network radio 
for approximate!) 10 r < additional 



FIRST in the MARKET 

WTAC 

RADIO 

DOMINATES! 

FLINT, MICHIGAN 




All day average 38.3 — 
^j" Nearest competitor 15.8 (Hooper) 
In every quarter-hour, 

6 A.M. - 6 P.M. (Pulse) 
In twenty of twenty-tv/o half-hours, 

7 A.M. - 6 P.M. (Hooper) 



RATINGS 



! I 



FOUNDERS 

CORPORATION 

One of the Founders' group of stations, includ- 
ing KPOA, Honolulu, and the Inter-Island Net 
work; WFBL, Syracuse, New York; and KTVR, 
Channel 2, Denver, Colorado. 
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SPONSOR'S FIRST 10 YEAR! 



NOTHIII 



Every year for a full decade SPONSOR has gone up in advertising pages 



advertising pages. 



■ 57 1 


| 289 | 


1 682 1 


1 889 1 


951 1 : 


1251 1 13il 


1946 


1947 


1948 


1949 


1950 


1951 19S 



10 years ago SPONSOR appeared on the broadca: 
scene with a sparkling new concept — a use magazin 
beamed 100% for air-minded agencies and advertisers. I 
the decade recently completed its impact has been full 
felt and its concept fully tested. Nothing speaks loudc 
than results, and the ladder of uninterrupted growt 
shown on these pages underscores sponsor's progres 




In its second decade, sponsor has gone weekly with a remark- 
8- ible new format. It combines the use article concept for which 
$• sponsor is noted with a use newsletter of essential tv radio reading 
t ■or busy executives. Thus an important dimension is added to broad- 
% tast trade publication service — and more decision-makers are better 
ro n formed on air advertising than ever before. Today seven out of 
f fevery ten copies of sponsor go to air-minded agencies and clients. 

Th e Week ly Magazine TV / Radio Advert! s e r s Use 

ON YOUR 
DESK 
EVERY 



Contract 
Advertisers 
Are Protected 
At Present 
Low Rates 
Throughout 1957 

(rate \ntrtne I May 1957) 



cost typically increases the monthly 
net unduplieated homes readied by 
30'<." 

Durgin also stated that he felt radio 
station managers recognized the fact 
that if the music-news format was uni- 
versal!) adopted, its "sameness in 
sound" w ould he of jjreat harm to the 
medium. 



CBS TVs new Operations Informa- 
tion Center has heen set up to act as 
a "clearing house'' for all production 
services, materials and facilities . . . 
NBC TV lias adfled $3 million in 



<:ioss hillings on two of its daytime 
shows. Queen for a Day and Tic Tac 
Dough. Sponsors Queen include Min- 
nesota Mining and .Manufacturing and 
Standard Brands fan additional seg- 
ment added to present schedule). Rid- 
ing with the new quiz (77c Tac 
Dough) are Minnesota Mining and 
Manufacturing, Corn Products, and 
Mcntholatuin. 

Giraud "Jerry"' Chester has quit 

.NBC TV as general program executive 
in charge of daytime shows to join 
Sylvester "Pat ' Weaver in forming a 
new tv enterprise . . . Kleenex's new 
giant billboard, which recently made 



RADIO SHOWPLACE OF LONG ISLAND 




FORMAL OPENING— FEBRUARY 26, 1957 

WHLI "THE VOICE OF LONG ISLAND" 
proudly announces the opening of the newest 
and most modern radio broadcasting facilities! 

• Newest and most modern radio equipment 

• Best equipped radio broadcast studios and facilities 

• Largest and most complete record library 

• A large, trained, experienced staff of 42 

NOW . . . better than ever . . . able to serve the needs 
of Long Island with programs that have dominated 
Long Island listening for nearly ten years. 



WHLI 



HEMPSTEAD 
LONG ISLAND, N. Y. 



AM 1100 




PAUL CODOFSKY, PRES. AND CEN. MGR. 
I0SEPH A. LENN, EXEC. V. P. SALES 

Represented by Gil I.-PFRNA 



its debut on Broadway, got extra ad 
milage by having the light-up cere- 
monies beamed coast-to-coast via NBC 
TV's Tonight. Paul Cilhert Associates 
worked out the details for the sign's 
super coming-out party. 
The Community Broadcasters As- 
sociation's survey of 900 250-watt 
Class IV radio stations concludes that 
one out of every 11 stations in this 
class is "unable to reach homes which 
now have no local radio service at all." 
The CBA conducted the survey in con- 
nection with its effort to get the FCC 
to grant an across-the-board one kilo- 
watt power increase to the over 900 
Class IV 250 waiters. 



TV STATIONS 



Westinghouee Broadcasting is fi- 

for its 



nalizing 



arr aiigemeiits 



three-day conference on local pub- 
lic service programing to be held 
27 Febi-Kary through 1 March. 

Among the principal speakers will 
be Joseph \. Welch. Boston lawyer 
who served as Army counsel during 
the Army-McCarthy hearings, and FCC 
chairman. George McConnaughev. 

WBC is sponsoring the conference 
which will be attended by representa- 
tives from around 100 radio and tv 
stations. 

As a reminder of the conference 
Westinghouse is sending a reproduc- 
tion of The Bill of Rights to broad- 
casters throughout the countrv. 



Blackburn-Hamilton Co. has been 
dissolved. The partners of the 10- 
vear old broadcast brokerage firm 
have separated to form independent 
companies. 

Ray V. Hamilton has already set up 
a new organization, Hamilton. Stub- 
blefield Twining & Assoc. James \\ . 
Blackburn is due to announce his fu- 
ture plans shortly. 



TV applications: Between 11 Febru- 
ary and 16 February, four construc- 
tion permits have been granted and 
one new station took to the air. 

New station on the air is KBAS-TV. 
Epbrata. Wash.. Channel 43, tower 
656 feet above average terrain, owned 
by Basin TV Co. 

Construction permits went to West 
Central Broadcasting Co. for Channel 
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You're in Good Company 

ON WGN-RADIO, CHICAGO 




From U A" for Anacin to 
"W" for Winston.... 

TOP-DRAWER Grocery Store Product 
advertisers are buying WGN-Radio! 



FOR THE RECORD: Anacin • 
Arid • Bayer's Aspirin • Beechnut Gum • 
B. C. Headache Powders • Ben Bay, 
Pacquin Hand Cream • Birds Eye Fish • 
Blue Bonnet Margarine • Coca Cola • Coco 
Wheats • Colgate's Vel, Chapstick. Chap- 
ans • Del Monte Pineapple-Grapefruit 
Juice • Fels Soap • Fox Deluxe Foods • 
Franco-American Spaghetti* Frigidmeats 



Products' General Foods Instant Postum 

• Golden Mix Pancake Mix • Heinz Camp- 
side Beans • Herbox Bouillion Cubes • 
Westchester Chicken - He rschel California 
Fruit Products • Hills Brothers Coffee • 
Hit Parade Cigarettes • Joan of Arc Pork 
and Beans • Kent Cigarettes • LaFrance 
Blueing • Listerine Antiseptic • Lite Soap 

• Marlboro Cigarettes • Milk Foundation, 



Inc. • Old Manse Syrup« Oregon Washing- 
ton Pears • Pall Mall Cigarettes • Pepsi 
Cola • Pepsodent • Quick Home Perma- 
nent • Ralston Wheat Chex, Rice Chex • 
Salerno-Megowen Biscuits • Sleep Eze • 
Smith Bros. Cough Drops' Spry Stewart's 
Private Blend Coffee • Winston Cigarettes 
• and many more! 




Yes, Top-Drawer Advertisers are buying WGN-Radio 



Join the nation's smartest time 
buyers who confidently select 
WGN-Radio to sell millions of 
dollars worth of goods for top- 
drawer clients. 



1957 promises exciting new pro- 
gramming to make WGN-Radio's 
policy of high quality at low cost 
even more attractive to you. 



WGN-RADIO 



720 ON THE DIAL 



The Chicago Tribune Station, Owned and Operated by WGN, Inc. 



Midwest Office 
441 N. Michigan Ave. 
Chicago 11 



Eastern Advertising Office 
220 E. 42nd Street 
New York 17 



Also represented by 
Edward Petry 
& Company, Inc 
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35, LaSallo, HI., permit allows 15.1 
k\\ visual; to Mid Illinois TV Co. for 
Channel 69, l'okin. 111., permit allows 
20 kw visual; to Helena Tv, Inc. for 
Channel 10. Helena, Mont., permit al- 
lows .415 kw visual: and to Peoples' 
Forum of the Air for Channel 12, 
Helena. Mont., permit allows .257 kw 
visual. 

A tv set will he placed in the cor- 
nerstone of KETV, Omaha, along 
with prophecies of the future by 
leaders of government, broadcast- 



ing and hiisiness in special cere- 
monies on 26 Fehrnary. 

Among those contributing to the 
time capsule are: Walt Disney. Attor- 
ney General Rrownell. Thomas J. Wat- 
son, Jr., Capt. Eddie Rickenbacker. 
Gen. David SarnofT. W. K. G. Baker: 

ABC's John Daly, Secy, of the In- 
terior Seaton, Charles Kettering. Post- 
master General Summerfield, Secy, of 
Commerce Weeks, Gen. Carlos Ro- 
mulo. FCC Chairman George C. Mc- 
Connaughey. J. Edgar Hoover. T. A. M. 
Craven. Hear) Luce; 

Norman R. Glenn. Sol Taishoff. 



Frederic R. Gamble. Arthur H. "Red"' 
Motley, Robert A. Whitney. Paul B. 
West : 

NARTB president Harold E. Fel- 
lows, ISARTR chairman of tv board of 
directors Campbell Arnoux, television 
Bureau of Advertising chairman W. D. 
Rogers and others. 

Lawrence H. Rogers, II, president 
and general manager of WSAZ AM- 
TV, Huntington, W. Va.. has received 
the Distinguished Service Award of 
the Huntington Junior Chamber of 
Commerce. . . . Allen Woodall, presi- 
dent of WDAK. and general manager 
of WDAK-TV. Columbus, Ga.. has 
been appointed to the Board of Re- 
gents of the University of Georgia s_\s- 
tem. He is the first Georgia broad- 
caster to serve in this post. 

RADIO STATIONS 

WLNG, Dayton, has elected to re- 
verse the trend in !ocal promotion. 

The station's running ads in the 
Dayton newspapers touting the fact 
that its a network affiliate (ABC). 

W1ING in the ad describes itself 
as "one of Davton's sireat network 
stations" and lists what it considers 
the meaning of a network station in 
terms of programing service to the 
listener. 

I Top Value Week, the broadcaster- 
j supermarket promotion running suc- 
cessfully in Los Angeles. San Fran- 
j cisco, San Diego and Las Vegas, is 
being introduced to the Fresno market 
via KB1F. 

Here s the way the promotion w ill 
work : 

• In-store merchandising with all 
KBIF grocery product advertisers fea- 
tured in banners, wire-hangers, shelf 

1 markers, windows, product stacks, etc. 

• Insertions in newspaper ads by 
six ke\ chain stores. 

• Bottle-hangers plugging the sta- 
tion and its food clients which will be 
distributed monthly to home consum- 
ers by a leading milk company (Gold- 
en State) . 

KXO, El Centre Calif., has just con- 
cluded its month-long 30th Anniver- 
sary celebrations. . . . Richard \T. 
Chap in, general manager of KFOR, 



TENNESSEE'S 




KNOX VILLE 




IS COVERED BY 



WBIR-TV 



C H A 



E L 



316,000 watts covering more 
than 50 prosperous counties 
in Tenn., Ky. and N. C. One 
of the Nation's most power- 
ful stations. 

Call Your K A T Z MAN 
For Availabilities 



10 



KET 



* 

Metropolitan 

Area Rank 

MEMPHIS 

KNOXVILLE 

NASHVILLE 

CHATTANOOGA 




7(> 
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GIVES PERSONAL SERVICE TO 
the Luut o( Mi£fc &Hp«ey\ 




4 




GREEN tAT 




SMALL CITIES & BIG FARMS. ..A MILLION FOLKS 



Lincoln. Nebr., lias received the Lin- 
coln Junior Chamber of Commerce 
distinguished service award as the out- 
standing j oung man of 1956. 

ASSOCIATIONS 

A S500.000 fund and a commis- 
sion to investigate the problems 
of radio-tv broadcast coverage of 
court trials were suggested by both 
speakers at the recent KTLS sponsored 
debate on the American Bar Associa- 
tion's Cannon 35. 

The hot controversy that surrounds 
Cannon 35 (the ruling against broad- 



casts in courtrooms was boiled down 
to two basic opposite views: 

1. The broadcasts would interfere 
with due process of the law — stand 
taken by Morris Ernst, leading legal 
authority. 

2. To prohibit court broadcasts in- 
terferes with freedom of the press and 
freedom of speech position put forth 
by Judge Justin Miller, former NAM 1 B 
general counsel. 

(See page 41 for highlights of the 
debate.) 

iXATKFD is seeking data on what its 
members did to support National Farm 



Broadcasting Da) (2 r ebruaryj. Que>- 
tionnaires are being sent to all active 
members along with requests for 
''Proclamations, ' news >tories and 
similar material on NFBD. 

Jack Jackson, chairman of National 
Farm Broadcasting Day. reports that, 
"all indications are that National Farm 
Broadcasting Da} was a tremendous 
success. 7 ' 

FILM 

CBS T\ Film Sales is making a 
determined effort to extricate it- 
self from the chaotic pricing hab- 
its of the syndicated film industry. 

Salesmen at its annual sales clinic 
in New \ ork on 18. 19. and 20 Febru- 
ary were given details of the firm's 
new pricing policy by General Sales 
I Manager Thomas Moore. 

The plan embraces a fixed rate for 
each market based on that market's 
percentage of the potential sales for 
each film series ( if sold in all t\ mar- 
kets). The market percentage is based, 
roughly, on the ratio of the t\ >ets in 
the market to the total in the I .S.. it 
is understood. Potential sales are cal- 
culated bv adding a profit figure to 
sales, overhead and production ex- 
penses. 

Though this pricing method is. in 
theory, the ideal toward which all film 
J distributors aim and, to some extent, 
practice. CBS Film now expects its 
salesmen to stick to it, no matter what. 

The film distributor has also for- 
malized a discount system for stations 
I which buy strip programs or group! 
of shows. 



The fact there are more ways to 
sell tv film than you can shake a 
stick at I see story above) is well illus- 
trated In one of the latest film deals. 

Principals involved are Seaboard 
Drug Co. and King-Shore Films. Ltd., 
which have joined in a sales merger 
involving Errol Flynn Theatre. The 
show will be presented in behalf of 
""Mericin." an anti-arthritic drug, ill 
150 markets beainninsr I March. 

The deal provides that King-Shore 
will participate in the profits of sales 
of the drug. The transaction involves 
a 52-week bu\ and a reported $4 mil- 
lion in time and talent. 

Trade sources noted a resemblance 
between the Seaboard-King-Shore deal 
and Matt\ Fox's deal with Internation- 
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Uranium Mine In The South! 




\re \oii entertaining tire notion of 
investing in the >tork of some I raninm 
Mine.'' Well, of course, there's always 
the wi-tful ]>< »sil» iltt \ that you might 
hit lucrative traces Hut. it's smarter 
to take the realistic view. So, give con- 
sidered thought to investing in a sound 
husines; j)roj)osition. which has the 
])rofit potential of a uranium mine — 
the untapped resources of the Negro 
market in the South, staked primarily 
h\ the Negro radio station, WDI \. 

Concent ruled Coverage 

WDI A hits pay-dirt on top national 
accounts, for this top regional outlet 
hits a vast market, which mass media 
miss entirely. Within .Memphis and 
adjacent trading zones, there is one of 
the heaviest concentration* of Negro 
population, percentage-wise, in the 
United States. Almost one-tenth of all 
Negroes in the count n reside in the 
Memphis area. 

With its 50.0(H) watts. WDIA covers, 
and makes contact with a total of 
] .237.6*% Negro consumers. Due to 
the low readership count, the onl\ way 
to reach this concentrated group is h\ 
air media. According to recent sur- 
vey, T\ ownership in Negro homes 
adds up to a negligihle percentage. 
Ohviously. then, radio is the medium 
for penetration — and. W'DIA, a power- 
house of pressure, is the most effective 
regional station for merchandising na- 
tional products! 

Financial Stains 

Due to an unprecedented payroll, 
from lately developed industry, the 
financial status of the Memphis Xegro 
is at an all-time high. The per capita 
income, relative to white, exceeds that 



Bv Harold Walker 

of the Negro in anv other major city 
of the nation. It is approximately 
doiihle the per rapila income of the 
Negro in Detroit, over three time* that 
of the Chicago Negro, and more than 
five time- that of the New ^ ork Negro. 
Specific alh , the Negro population of 
Memphis has a quarter of a billion 
dollar- to spend and i- willing to 
spend it on marketable merchandise, 
such as; 

lltrcluiul (tier . . IWt HilU . . 
Clu'cr . . Sttl fl i*f»«f ir« . . 

Aw'nl . . \\ »■!«/#«* 1/ filllK . . 

I.'wo . . f-'on/. 

The-e are all name-brand commodities, 
which W'DIA vends for national client-, 
on a regional basis, at profits that are 
staggering and from a market, mind 
von. almost untapped b\ national press 
and TV media. 

If vour operations include products 
in the consumer field, consider the im- 
pact made upon 1.237.686 potential 
buyers, h\ Negro announcers, enter- 
tainers, consultants — sale-men, all! 
Listener- react to suggestions and per- 
sonalized sales messages, delivered by 
the all-Negro staff, in a concrete way 
. . . with action at points-of-purcha>e. 
The proof? W DIA consistently car- 
ries a larger number of national ad- 
vertisers than any other radio station 
in Memphis. If von want vour share 
<>f that quarter billion dollars, let 
\\ DIA plan your program! 

li f fee live I'rog'ra in in i n 

All-Negro shows on W DIA are "cus- 
tomized " to awaken intellectual and 
emotional respon-es. reflect traditional 
tastes, stimulate loyalty to a given 
product through the performer in- 
volved. Programs v arv in subject from 
mu-ical favorite- to news and inspira- 
tional chats. Star- range from popular 
vocalists to home economists. \I1 de- 
liver .-olid entertainment, in a stv le 
familiar and acceptable to Negro 
listeners. '1 hey appeal, in a personal 
way . to the colored sense of responsi- 
bility in supporting the product thev 
repre-ent. The tremendous response to 
this customized programming is evi- 
denced hv the fact that W DI A has in- 
creased its annual gro-s dollar volume 
ov er 600' , ! 

Push Market 

W DI \ has all the elements for a 
first-rale market mix. With a -en-i- 



tivilv to changing conditions, W DI \ 
converted, in 10 If!, from a conven- 
tional station to an c\chi-ivc-for-Ne- 
groe-, entertainment center. W DI \ 
incorporate- into it- schedule a puhlit 
relation- service, which promote* the 
iiitere-t of Mcinphi- Negroes in all it- 
hoine, civic, social, and economic 
program*. 

\- a re-ult of thi- < lo-e a— ociation 
willi the Negro interest, W DI \ ha* a 
phenomenal contac t with, and compre- 
hension of. the emotional, social, and 
economic needs of these colored citi- 
zen-, who make up UVc of Memphi*' 
total population. This understanding 
is translatable into cash. For in-tance, 
WDI \ is cognizant of the motive that 
impels these Negroes to -how a con- 
sumer preference for premium-brand 
goods. So they buy the be-t ! 

W DI \ not only has a comprehension 
of consumer-attitude in this specialized 
market, the station has singular know- 
how on advertising techniques for the*e 
particular customers and method- of 
applying them with maximum effec- 
tiveness. 

Audit the statistical records W DIA 
has made for blue-chip, national ac- 
counts in the development, distribu- 
tion, and sales promotion of name- 
brand lines. Let W r DI V -how you how 
this station can integrate your market 
problem, operational structure, and 
profit objectives into its own planning 
and service. With its specialized strat- 
egy. W'DIA can promise vou unparal- 
leled opportunities for immediate re- 
sponse . . . can indicate new direction* 
and growth potential for the future in 
the unmined, Memphis Negro market! 
Send your inquiry for details, on vour 
letterhead, now . . . and ask for a bound 
copy of, -'The Story of WDI \!" 

W DI \ is represented nalionallv bv 
the John K. Pearson Conipanv. 




BERT FERCL'SOS', Central Manager 




HAROLD WALKER. Commercial Manager 
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al Latex. Fox. president of C&C and 
distributor of the RKO movie films, 
"sold" time to Latex in return for 
cash-plus-a-percentage. Fox got the 
time from stations in exchange for the 
RKO films. 

Got a fall programing problem? 
Would you In* interested in a new 
tv series based on a top-grossing 
movie? 

If so, you might contact MOM Tv. 
The tv subsidiary, planning to go into 



tv film production in a big way, is 
soliciting sponsors with the idea of 
turning out pilots on such properties 
as The Thin Man, Dr. Kihlare, Mrs. 
Minniver, Min and Bill and Goodbye, 
Mr. Chips. 

Advertisers are being told: Tell us 
what MGM property you're interested 
in and we'll get a pilot rolling. 



For stations interested in eertain 
kinds of programing, Guild Films 




WHEC Rates FIRST 

with Rochester Listeners 

Out of 360 Quarter-Hours Mondays thru Fridays, 
In Competition with Five other Radio Stations 

WHEC RATES 275 FIRSTS and 10 Ties! 

Here's the Breakdown: 



WHEC 


Station 
B 


Station Stations 
C DE&F 


*FIRSTS in the Morning 115 0 5 0 


*FIRSTS in the Afternoon 70 


50 


0 0 


*FIRSTS in the Evening 90 

(10 ties) 


0 


20 0 

(10 ties) 



*COMPLET£ ROCHESTER PULSE REPORT OCTOBER 1956 



BUY WHERE THEY'RE LISTENING . . . ROCHESTER'S TOP-RATED STATION 




WHEC 



NEW YORK 
S.000 WATTS 



Repiesenljlives EVERETT McKINNEY. Inc.New Yotk.Clncigo.lEE f.OCONNElL Co.. Los Angele. Ssnfiancisiu 



is packaging it? product in groups of 
similar series. 

They include ( 1 ) a musical group 
consisting of Liberace, 113 shows; 
Florian Zabach, 39; Frankie Laine, 
39; (2) mystery-documentary ; / Spy, 
39; Sherlock Holmes, 39; Paris Pre- 
cinct, 26; Confidential File, 39; (3) 
comedy and drama: Molly, 39; Life 
With Elizabeth, 65; Duffy's Tavern, 
39; Janet Dean, 39; Conrad Nagel 
T heat re, 26; (4) kid shows: Flash 
Gordon. 39; Joe Palooka, 26; Tim 
McCoy, 39, Junior Science, 39. 

Guild also distributes It's Fun to 
Reduce, 65; Captain David Grief, now 
in production, plus cartoons and fea- 
ture films. 



RKO Tv's "Million Dollar Movie" 
package has increased late-evening 
tune-in 49% in Philadelphia, accord- 
ing to WCAU-TV, which runs the pack- 
age. The Philly station also reports 
success with a late-afternoon com- 
panion. Million Dollar Matinee . . . 
MCA Tv reports the debut of State 
Trooper in Denver topped a Clark 
Gable opus [Homecoming, with Lana 
Turner), beat out a Selznick feature 
( The Paradine Case) and tied CBS 
Tv's Studio one. 

CBS TV Film Sales has sold its news 
film service to six additional stations: 
KCRA-TV, Sacramento; WGAN-TV, 
Portland. Me.; KHOL. Kearney, 
i Neb.; Wx\BF-TV, Binghamton, N. Y.; 
| KOOK-TV. Billings. Mont.: KGW-TV, 
Portland. Ore. , . . Minot Tv an- 
nounced the sale of The Tracer to 
three markets. 

1 Bernaid L. Schubert, Inc., has 
completed arrangements for the listing 

, of every market carrying Tv Reader's 
Digest in Reader's Digest magazine. 

, The show is now in more than 50 
markets. Schubert has also sold the 
show in four Canadian markets to 
Security Storage Co. .. United Artists 
has racked up sales of $2.2 million for 
package of 39 movies, the only pack- 
age comprised of all major post-1948 
features. Stations in 85 markets are 
carrj ing the films. 

Screen Gems will produce a half- 
hour film series about Sam Houston 
I under the title. The Man From Texas 
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THERE'S ONLY ONE LEADER . 



K28LF-TV4 MONTANA 

THE CONTINENTAL DIVIDE STATION , BUTTE 



TIMEBUYERSi 



Pulse: 

Wilkes-Barre Metropolitan Area 
November 1956 
Monday through Friday 



6:00 AM- 12 Noon- 6:00 PM- 
12 Noon 6:00 PM 12 Midnight 



WILK 

Sra. B 
C 
D 
E 
F 

Misc. 



29 

17 

13 

8 
8 
16 



21 

20 
12 
16 

8 
14 



21 

28 
J2 
12 

__X 

icf 

~I7 



In every radio classification but 
one WILK leads in the Wilkes- 
Barre Metropolitan area. 

It's your best radio buy! 



. . . Maurice II. '/.Dttitry, independent 
producer-packager , has purchased the 
Miles and Progress film libraries, 
which include one-and two-reel shorts, 
fiill-l»-n«il Ii features and about 3 million 
feet of stork shots. 

KIIJ-TW I I ,os Vngelcs I new. two- 
hoiir block of syndicated film is SO' J 
sold a week after its dehilt. Dnhhed 
Million Dollar Monday, the block con- 
sists of MCA Tv's Soldier of Fortune 
and State Trooper, CMS Film's Whirl)- 
birds and Gross- k rasne's 0. Henry . . . 
iNTA has set ii|) a Canadian alliliale 
in what is described as the first step 
in distributing its films on a world- 
wide scale. . . CBS Film s H'liirlybirds 
is now distrihnted in 1 10 markets 
cowling 73% of the l T . S. 



COMMERCIALS 

I low much allowance is needed 
fur t\ cut-off? 

Here are results of the recent 
Screens Gems NVKCA-TV tests to de- 
termine how much of the transmitted 
picture is seen on the average at-home 
tv screen : 

ll Middle screen losses (tup. bot- 
tom and sides I ahout eight per cent. 

2 1 Corner losses vary from 14 to 
25', . 

These finding were worked out by 
Peter keane. technical director at 
Screen Gems and were developed sep- 
arately from WKCA-TY's tabulations. 
The New York station plans to release 
its findings next week. 



New techniques and new horizons 
in commercials will he added to 
lire curriculum <rf the Film Pro- 
ducers Association's current group 
of film quality seminars. 

The FPA is changing its original 
concept somewhat with the techniques* 
addition. The association feels that 
quality on the production end rates 
high, but there's still plenty of room 
for improvement on the projection 
level ( prints and station equipment I. 

Vest seminar is scheduled for the 
first week in March in New \ ork. 
Some Chicago, as well as New V>rk 
agency groups, will attend. 

MGM's film commercial division has 
snagged its first account. Jacob Rup- 



perl. Contract caIN for 10 one-minute 
< ominen iak for k ni< kerhoeker Peer. 
Warwick and l^-gler is Uuppert's 
ngene\ . . . l.r lira Thompson As- 
sociate* is the newest llolhuood ani- 
mated commercials production outfit. 



REPS 

Frank 15. Ileadlev, president of "sta- 
tion Hcjiresentativcs Association and 
ll-H Representatives defined the func- 
tions and contributions of the station 
re|)resenlali\es at the luncheon in Bos- 
ton of the Broadcast Executives Club 
of New Fngland. 

For the advertising agency, the rep- 
resentative; ll furnishes complete in- 
formation and anahsis of station data, 
including such highly specialized in- 
formation as traffic counts on certain 
corners, percentage of women who 
work in a given market, or even the 
number of chickens within a certain 
station's grade "A" contour: 2) sn<r. 
gests station line-ups for products: 3 I 
advises on strong points of a product 
for emphasis in commercials: ll sup- 
plies data, such as coverage figures: 
5 1 does duplication studies between 
specific buys. 

For the station, the rep: 1 I provides 
general information on a station's cov- 
erage, the size of the market, the na- 
iional accounts going in; 2 1 ^implies 
rating analyses, specificallv tailored 
for sales and to inform station man- 
agement of trends: 3i handles contact 
v i t Ii national survey organizations, 
often determining what surveys to buy. 
the proper scheduling of them, the de- 
s'gn of the sample; 4 1 calculates set 




People 
Listen Attfi 




imMPi 



to 



BIRMINGHAM 

THE Voice OF ALABAMA 

John Blair & Co. 
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count figures and conversion percent- 
ages; 5) prepares promotion mate- 
rial: 6) advises on programing, sueli 
as the types of shows or talent that are 
saleable. 



Adam Young; has announced forma- 
tion of a new subsidiary firm. Young 
Representatives. Inc.. which will sup- 
plement parent compan). Adam ^ oiing. 
Inc.. in radio representation. 

Young Keprcsentath es is specifical- 
I) designed to meet the requirements 
of stations in markets which rank, be- 
low the top .")() but within the top 100. 
These stations can best be sold. \ oung 
feels, by specialized, tailor-made rep- 
resentation. 

Adam Young, Inc., continues in the 
representation of stations in the top 50 
markets. Formation of the new corn- 
pan) will provide two specialized sales 
staffs — one concentrating on top mar- 
kets, the other on medium-sized mar- 
kets. 



Blair Tv Associates now represents 
WP-TV, West Palm Beach. Florida. 
Joint announcements were made b\ \\ . 



L. Woods, national sales manager of 
Phipps Broadcasting Stations, and 
Richard L. Foote. executive vice presi- 
dent, Blair Television Associates, Inc. 



RESEARCH 

While tv viewing reached an all- 
time peak in 1956, TvB finds the 
current year pushing: to even 
greater heights. 

The growth comes not onlv from 
the increase in homes owning t\ but 
also from the increase in time the 
average home spends watching tv. 

iNew tv homes, as of 31 Dec. 1956. 
increased more than 4 million as com- 
pared to the same period in 1955: and 

1956 was the first year to average 
over five hours per day viewing all 
y ear long. 

First reports for 1957 (as compiled 
bj \ielsen I show homes Matching 
television up 15' r over the correspond- 
ing period in 1056. Norman F. Cash, 
TvB president, reports. '"The average 
nighttime program delivered over 2 
million more homes at the start of 

1957 than at the start of 1956.'' 




KTHT's 0.5 mv/m contour 
blankets two and one-half million 
Gulf Coast residents, in 
750,000 radio homes. 
Reach them quickly, effectively, 
inexpensively by calling your 
Paul Raymer Man. 



and completely covered 
by 




The Advertising Research Founda- 
tion has appointed Dr. Herta Herzog 
as chairman of its committee on Moti- 
vation Research. Dr. Herzog is di- 
rector of creathe research for McCann- 
Erickson. Arno II. Johnson, vice 
president at J. Walter Thompson, has 
been named ARF treasurer. 



STOCK MARKET 

Following stocks in air media and 
related fields will be listed each issue 
with quotations for Tuesday this week 
and Tuesday the week before. Quota- 
tions supplied by Merrill Lynch, 
Pierce, Fenner and Beane. 





Tues. 


Tues. 


Net 


Stock 


12 Feb. 


19 Feb. 


Change 


New 


York Stuck 


Exchange 




AB-PT 


21s 


22K 


+ :t ; 


AT&T 


171 


176% 




Avco 


6»i 


6% 


+ m 


CBS "A" 


31H 


32 


+ 7 s 


Columbia Pic. 


17K 


17V> 


+ 1 


Loew's 


19H 


19y a 


+ 4 


Paramount 


30 


31 


+ i 


RCA 


32 Vi 


32s 


+ i 


Storer 


25 


26 


+ w 


20th-Fox 


22 , <i> 


23 


+ i 


Warner Bros. 


25 , -_> 


25 :i i 


+ if 


Westinghouse 


52 :i s 


53H 


+ % 


American Stock 


Exchange 




Allied Artist- 




3H 




C&C Super 


i 


1 




DuMont Labs 


5 




+ 1 


Guild Films 


3-% 


3>; 


- I 


NTA 


8V, 


8-14 






MBS 



HOUSTON AND SOUTH 



"If it weren't for us KRIZ Phoenix 
account executives, you air person- 
alities would be permanently sus- 
taining." 
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IN INLAND CALIFORNIA (and western nevadai 



"BEELINE-™ ] 

^ 




This group of mountain-ringed 
radio stations, purchased as a unit, de- 
livers more radio homes than any 
combination of competitive stations 
. . . at by far the lowest cost per thou- 
sand. (Nielsen & SR&D) 

They serve this amazingly rich 
inland market — with more people 
than Iowa — and effective buying in- 
come of almost $4.3 billion, nearly 
triple that of the metropolitan Dallas 
market. (Sales Management's 1956 
Copyrighted Survey) 



Sacramento, California 
Paul H. Raymer Ca., 
National Representative 



Ml 
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buyers' guide 



IMS 



Only market place of its kind. Gives programing profile of every 
tv and radio station in the United States and Canada. 
Published each March. Advertising forms close late February 




RADIO AND TtHVIIION 



£g buyers' guide 

to station programing 



If you were a tlmebuyer asked to make up a list of 60 farm stations 
how would you go about It? If It were your job to build lists of 
stations featuring farm programing, or sport shows, or negro, news 
of Latin American programing, homemaker shows or other special appeal 
programing where would you turn? 

if you were asked to make up a list of tv stations on one day's 
notice and needed film and slide requirements of each station; if you 
had to know about likely homemaker shows, farm programs, sportscasts. 
feature film availabilities - what would you do? 

The busy timebuyer, account executive, and ad manager turn to the 
8uyers' Guide to Station Programing . It works wonders for him. It's 
the only tool enabling him to quickly, accurately and expertly sort 
out the 3.500-pIus radio and tv stations of the U.S. and Canada by 
their program characteristics. 

The 1957 BUYERS' GUIOE Is as basic as your rate card. It's the only 
source of Its kind. Your ad in 8UYERS' GUIOE, near the programing 
analysis of your own station, will benefit from a year 'round exposure 
before the largest concentration of advertiser-agency readership In 
the trade paper field. 8UYERS* GUIDE goes to the full SPONSOR reader 
list of 13,500 circulation. 

Send your reservation in right away. Use the attached order form, 
or wire collect for choice position. Regular rates and frequency 
discounts apply. Advertising deadline Is 15 February. Regards. 

Sincerely, 



Arnold Alport f 



80LDFACE LISTING WITHOUT COST 

Along with your ad in the 1957 
BUYERS' GUIDE your station 
will be listed in boldface in 
the master directory. 



SPONSOR SERVICES INC.. AO EAST 49TH ST., NEW YORK 17. N. V. 

1957 BUYERS' GUIDE ADVERTISING ORDER FORM 



Please reserve following space in the 
1957 BUYERS' GUIDE TO STATION PROGRAMING 

□ full page . . 



$450 

7x10 



□ half page .... $265 

horizontal 7ziVt 



□ two-third page . $330 

vertical i^zlO" deep 

□ one-third page . $180 

vertical S'.illO" deep 
horizontal (matter directory only) 



I understand my ad entitles me to boldface listing of my 
station in the master directory at no extra cost. 

NOTE TO CONTRACT ADVERTISERS: Eirned contract run Including frequency 
discounts, ippllcs lo BUYERS' GVIDK ind FALL FACTS BASICS. 

□ I prefer placement in Master Directory 

□ I prefer placement in category listings 



Firm. 
City_ 



.Zone. 



.State. 



Name. 



CATEGORY 
LISTINGS 

RADIO 

Clamcal Mutic 
F arm Service 
Country and 

Wet tern Muiic 
F orcign Language 
Latin A mcrican 
Scgro 

Popular Mutic 



TELEVISION 

F arm Service 

F cature Film 

Homemaking 

Special Facilitiet £ 
Film <f- Slide 
Specification! 

Specialized Appeal* 

Sportt 




NEW, ADDITIONAL SURVEY PROOF: 
WNHC-TV — seven days a week, sign on to 
sign off — delivers average audiences 21 0% 
greater than top New York City station reach- 
ing any part of the area; 244% greater than 
Hartford; 174% greater than New Britain. 
Kail KATZ for the proof: ARB, Nov. 1956; 
PULSE, Oct. 1956; NIELSEN NCS #2, 1956. 




WNHC-TV 

NEW HAVEN -HARTFORD, CONN.' 

Channel 8 

ABC-TV- CBS-TV 
Represented by KATZ 



operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 
WFIL-AM • FM • TV, Philadelphia, Pa. / WNBF-AM • FM •TV.BInghamton, N . Y. 
WMGB-AM.Harrlsburg, Pa. / WFBG-AM • TV. Altoona, Pa. / WNMC-AM • FM • TV. New Haven-Hartford, Conn. 
Natio.nal Sales Office, 4-85 Lexington Avenue, New York 17, New York 




in 



ESPECIALLY IN HARTFORD! 
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IF hat's happening in 11. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



23 FEBRUARY 

CwyTlght 1»« 

sponsor publication* ino. Holders of uhf construction perm its who 1) never cnuiitriit-ted or 2) WCllt off 

the air diiv to henry losses once again have put the FCC on the spot. 

Anotlicr deadline set by the FCC for building or surrendering the CP lias gone by. All 
the MX gained from the last CI* extension were letters bemoaning the handicaps 
under which uhf stations must operate in competition with established uhf stations. 

Out of the 83 applicants faced with the FCC's CP ultimatum, two turned in their CP's 
outright (Stanley Durwood, Channel 16, Wichita; and Johnson Broadcasting, Channel 43, 
Birmingham). 

Only those not faced with stiff vhf "blanketing" gave any assurance they 
planned to do something about building. 

Some suggested that since the FCC was in process of seeking to better uhfs lot it might 
be best to wait until the commission had made some progress. 

Others intimated that it would be financial suicide to proceed at this time, and even 
dared the FCC to cancel their permits. 

Many favored a trial for subscription tv. Another group thought a close look should 
be given the Craven plan for eliminating the table of allocations in favor of individual con- 
sideration for individual applications. 



The tide is pushing hard at the FCC on the matter of fee tv. 

The commission faces the Senate Commerce Committee 5 March on this issue with re- 
gard to uhf permit holders. 

The committee's staff is readying a report calling for a large-scale trial of fee 
tv, although there's no certainty that the committee itself will subscribe to the report. 

There's strong feeling in the industry to have the report withheld or changed. 

The FCC is watching the pulse carefully. 



Congressional hearings on radio-tv problems are much slower getting started 
than last year. 

On the other hand, the list of proposed committee inquiries grows longer each 
week. By the end of the session it is entirely possible that network chiefs and FCC officials 
may have spent plenty of time on Capitol Hill anyhow. 

The two latest hearings to be marked on the tentative calendar are of lesser importance. 

In one, the FCC (and the FTC, as well as other regulatory agencies) would be scruti- 
nized by Rep. Celler (D., N. Y.) on the degree to which appointed Democrats actually resem- 
ble Democrats. These agencies are supposed to be split between the two major parties, but 
Celler suspects the Administration has been appointing Demoerats-for-Eisenhower. 

The other added inquiry: A Senate Small Business subcommittee will be looking into the 
problems of daytime-only radio stations. 

A big complaint here is the vagueness of their time schedules — sunrise to sunset. Mean- 
time the clear channels feel the daytimers should be even more restricted. 

As if this isn't opposition enough, the still smaller fulltime (250 watt) stations are 
apt to come into the bearing with their own grievances. They claim the 1,000-watt 
davtimers have an unfair advantage, ask that their own power be boosted comparatively. 
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GETTING THE MOST FROM 





I! the Picture "Pops" 

It Has What It Takes! 

Many a good film commercial has been ruined by a poor presenta- 
tion "on-air." If the picture "pops" out at you, has sparkle and dimen- 
sion, you know it's good. With modern RCA Film Equipment you can 
expect and get the highest quality reproduction and long term reli- 
ability in operation. 




Z'o* uoho S.HCB 

WAS MODERN! 



I 



/OUR FILM DOLLAR 




How to Get the Kind off Picture 
Quality that Advertisers Want 

There are two ways to increase the quality of your 
film programs: 

(a) By using Vidicon film cameras 

(b) By using professional projectors. 

Vidicon cameras give you sharp, clear, virtually noise-free pictures 
of live picture quality. The Vidicon will show every detail that is 
on the film. For example, night scenes are much clearer with new 
Vidicon cameras than with older Iconoscope equipment. Vidicon 
film cameras have ideal tone or gray scale range for high quality 
reproduction of film. A remote light control permits the RCA 
Vidicon camera to be adjusted to optimum operating conditions 
at all times. 

Professional RCA projectors are another requirement for high 
picture quality. Professional film projectors provide a rock-steady 
picture, free from jump and jitter, as well as high fidelity sound. 
Precise optics in the RCA film and slide projectors assure evenness 
of illumination and excellent resolution. 



Whether you are a station executive, program sponsor or 
agency man, you'll be helping the cause af good film program- 
ming by advocating the use of up-ta-date film raam equipment. 
Ask the RCA Broadcast Representative ta show yau aur new film 
manual "Planning TV Film Facilities far Color and Monochrome." 





Tmk(») ® 



RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 

In Canada: RCA VICTOR Company Ltd., Montreal 



A roundup of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



23 FEBRUARY A top-level management flareup in one of the top five and oldest agencies 

•rottsoRPUBLicATioNt ino. seems to be thwarted by the timely return to the scene of the agency's board chair- 
man. 

Several of the old guard — loaded with agency stock — had been raising points of policy 
against the president — notably that he was trying to change the image of the company. 

The agency's chairman of the board, who is also the largest stockholder, always has been 
a master at pouring oil on troubled brass. 

Predictions on Madison Avenue are that Philip Morris top management has 
started to get "restless" about its PM advertising, wants to "re-direct" it. Ayer now 
has the account. 

After a two-year absence, the brand is returning to nighttime network tv via the Mike 
Wallace Show on ABC TV. It's the type of offbeat thing that Philip Morris always 
has preferred to identify itself with. 

The tv networks apparently are in for a rash of cops-and-robbers shows — 
prowl car versions of westerns — this fall. 

ABC TV has tied up with the New York police's endowment fund for such a series, and 
CBS TV is working on one called Twenty-First Precinct. 

That preference of C. Terence Clyne"s for livingroom (instead of office) decor 
in McCann-Erickson's new New York office dates back to his days at Biow. 

Milton Biow was allergic to two things: the pomp and circumstance of the business and 
a desk cluttered with papers. 

Like Biow, Clyne has no desk in his office. (Several of the top CBS people likewise pre- 
fer this kind of setup.) 

A frequent crack among timebuyers these days, with overtones of frustration: 
Some stations have sold so much time on saturation and similar plans that 
they have trouble handling ordinary card-rate campaigns. 

With albums and histories so much the rage these days, the all-time classic radio 
broadcasts are turning up in conversations more and more. Here are some: 

• The late Graham McNamee's coverage of the Dempsey-Tunney long-count bout. 

• NBC's broadcast of the Hindenburg fire as transcribed by a WLS staffer who, by 
chance, was set up at the mooring-port to greet some Chicagoans. 

• Orson Welles' Man from Mars hysteria-producing event (CBS). 

• Gabriel Heatter's marathon ad libbing during the Bruno Hoffman trial, aftermath of 
the Lindbergh kidnapping (Mutual). 

• CBS' special events treatment of the Detroit race riots. 

• H. V. Kaltenborn's valedictory from Berlin at the outbreak of World War II (NBC). 

• John Hicks' coverage of the "D" Day landings. 

• The dialogue between Mae West and Charlie McCarthy on the Chase & Sanborn 
Show (NBC). 

• The program climaxing the Jack Benny-Fred Allen fend (NBC). 

• The initial Sorry, Wrong Number program (CBS). 



90 
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MGM — "Command Performance" 



now represented by 

BLAIR IBaa^ ASSOCIATES 

INC. 



SEATTLE NEW YORK CHICAGO SAN FRANCISCO LOS ANGELES 

3319 White-Henry-Sfuart Building 422 Madisan Avenue 737 Nodh Michigan Avenue 2502 Russ Building 3-160 Wilshire Boulevard 
ELIiat 6270 Plaza 1-1922 DEIaware 7-2145 YUkon 2-7068 DUnkirk 1-3B11 



DETROIT ST. LOUIS JACKSONVILLE, FLA. DALLAS BOSTON 

617 Baak Building 1037 Paul Brown Building 1402 Barnett Bank Building 467 Rio Giande National Building 6 St. James Avenue 
WOodward 1-6030 CHestnuf 1 -5687 ELgin 6-5770 Riverside 422B HUbbard 2-3163 
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SPOT'S NEW DEAL 

[Continued from page 33) 

what he asks for. too provided it is 
within reason. 

Q. Will local dealer associations still 
continue to make buys locally? 
A. In areas where local associations 
or dealer councils exist, they will go 
on raising funds for local co-op adver- 
tising by adding X dollars to the price 
of each car they sell. In the same way, 
individual dealers will raise their per- 
sonal ad budgets for promoting their 
own establishments. The factory will 
have no say in how they spend this 
money. In the case of associations or 
dealer councils, committees make the 
media buys. With the end of factory 
co-op, dealers and dealer councils are 
likely to increase their own local ad- 
vertising budgets. 

Q. Must advertising dollar still be 
spent in the proportions in which it is 
raised in the areas from whence it 
comes? 

A. Definitely not. The new advertis- 
ing fund will be spent where it can do 
the most good. Flexibility and efficien- 



c) are the ke\ stone of the new plan. 
If, for example, Che\ rolet sales were 
to sag in Peoria, that GM division 
would be free to wage a heavy cam- 
paign there, spending many times 
more than had been collected from that 
market. Support can now be given 
where needed. 

Q. Will media buys be more selective 
than before? 

A. Yes. Decisions now will be made 
objectively based on sound advertis- 
ing and marketing criteria developed 
by agencies and auto company ad 
departments. 

Q. Why do spot radio and spot tv 
stand to gain? 

A. Because dealers generally preferred 
newspapers — not from objective study 
but rather on the grounds of old 
friendship or local prestige. And since 
the co-op game was strictly dealer's 
choice, local air media often got short 
shrift. Now with the companies them- 
selves committed to provide every one 
of their dealers with the heaviest cov- 
erage possible, agencies and ad depart- 
ments are re-examining all media. All 



HOTTEST 

RADIO BUY 

IN PROVIDENCE 




WICE — a strong 3rd afternoons 
WICE — a strong contender for 3rd mornings 

Rhode Islanders love our local and 
national news coverage, go for our 
"more music" policy, think their inde- 
pendent Elliot station is great. So do 
the sponsors. Check Hooper . . . ask 
your JEPCO man! 




more MUSIC 
more NEWS 
more QFTENy 




The ELLIOT STATIONS W' 

great independents • good neighbors f TIM ELLIOT, President 



Akron, Onio - WCUE j WICE - Providence, R. I. 
The John E. Peorson Co., Notionol Representatives 



tv and radio have to do now is sell 
themselves on their merits. 

Q. For how long will auto companies 
go on honoring old buys made under 
co-op system? 

A. For no longer than is necessary. 
For example, practically all such buys 
by Dodge dealers have been shut off 
already. Chrysler hopes to have all its 
old co-op deals- cleared away by the 
end of March. CM is counting on hav- 
ing its decks clean by June. Ford, 
which was about 30 days later in drop- 
ping its co-op plan, is trying to intro- 
duce the new system as gradually as 
possible. It is still stud\ing the situa- 
tion and ma) go on doing so for quite 
a while to come. Its major change to 
date is in the method of raising the 
new factory fund which is the same as 
the methods of Chrysler and GM. But 
it is still trying to continue the me- 
chanics of buying as before. By the 
beginning of 1958. they expect to have 
finalized their plans. It is possible 
within the Ford company, that differ- 
ent plans may be used for different 
divisions. Lincoln, being a relatively 
low volume car, may set up a different 
advertising system than Ford cars 
division. 

Q. Did the marketing revolution play 
a role in the dropping of auto co-op 
advertising? 

A. Yes. Although GM dealers them- 
selves got the ball rolling when they 
complained about co-op inequities to 
a Senate investigating committee early 
in 1956, the fact is that new marketing 
concepts within the advertising depart- 
ments of the auto manufacturers would 
eventually have killed co-op anyway. 
The motor industry has gone through 
the phases of stressing first research 
techniques, then technological develop- 
ments. It has learned how to re-tool 
for a new model car while still keep- 
ing up production on current models. 
It has reached a zenith of assembly 
line perfection. Now, at long last, mar- 
keting has caught up with it. 

The co-oj) s\ stem began in the auto 
industry when many car dealers were 
former carriage shop proprietors. They 
knew nothing of advertising. ^ et they 
were handed a carte blanche say in 
what advertising was to be bought. As 
new media — radio and television — 
came into the picture, they still fa- 
vored their old pals, the local news- 
paper publishers. Others spent their 
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She's A Big One, 
All Right! 



WHO-TV is as big a television value — and 
getting bigger all the time! 

As of March, last year, the Iowa Television Audience 
Survey found that 74.2^ of all Iowa families 
owned television sets. Today we conservatively 
estimate that WHO-TV's coverage area has 284,500 
television sets — viewed by over one million 
people, divided almost exactly 50-50 between 
urban and non-urban families. 

Ask Peters, Griffin, Woodward, Inc. for all the facts on 
WHO-TV— Channel 13 — NBC-TV in Des Moines. 



WHO-TV is part of 
Central BroadraMing Company, 
Hhiih aK.i ounv anil operate 
WHO Radio, lies Moines 
WOC-TV, Da%cn|x>it 
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WHO-TV 

Channel 13 • Des Moines 

Col. B. J. Palmer, President 
P. A. Loyct Resident Manager 
Robert H. Harter, Sales Manager 




Peters, Griffin, Woodward, Inc. 
National Representatives 




Affiliate 
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co-op funds in e\er\ kind of "tin- 
whistle" advertising from kiddy bal- 
loons to skywriting. One Florida auto 
dealer has for years insisted in putting 
the hulk of his money into a race track 
form. (This buy was shut off, the min- 
ute co-op was dropped.) 

1 he co-op system w as set up to ad- 
vertise product at dealer level. Yet 
what dealers did with their advertising 
money frequently had no relation 
whatever to the national programs of 
the factories. The manufacturers knew 
this, yet tried to five with it. Perhaps 
the fact that a company like GM was 
savin" about .$10 million a \ear in 
Federal Excise Taxes under the old 
set-uj) of raising dealer money for the 
co-op pot had something to do with 
their tolerance. But into a bitterly com- 
petitive industry like autoinotives. mar- 
keting was bound to come. 

Q. Did the Robinson-Patman Act 
bring about abolition of co-op funds? 
A. \o. But it's likely if co-op had 
been continued, it would have entered 
the picture sooner or later. 

Q. What toere the inequities and 
weaknesses of co-op that may be elimi- 
nated under new system? 
A. Practically every advertising ex- 
cess and malpractice was spawned in 



co-op (double billings, kick-backs, 
etc.). 

Advertising rates were muddled. In 
radio particularly, there were a lot of 
manipulations in which local rates 
were obtained where national should 
have prevailed. Now there can be no 
longer any doubt that buys from a 
national agency will go at national 
rates. The fund no longer belongs in 
part to the local dealers, but to the 
factory. 

Station reps often lost schedules 
through co-op. For example, New York 
area dealers might decide against a 
local spot tv campaign on the grounds 
that much of their advertising might 
benefit dealers in neighboring Con- 
necticut and New Jersey. Now if the 
factory decides that tv is needed in the 
New York area, it can go right ahead 
and make the buy. 

Under co-op plans, dealers in rural 
areas could hardly spend all their 
money in their country weekly. For 
some of them, this w as their only cov- 
erage, except for network television 
and national magazines (purchased 
with factory — not co-op. funds). Mean- 
while many suburban dealers were get- 
ting coverage from their own local 
newspapers and stations as well as 
from the metro broadcasts and news- 



LISTENERS 
WHO LISTEN . . . 




LISTEN TO . . . SAN DIEGO'S ADULT RADIO STATION 



91% 



KGB IS SAN DIEGO'S ONLY 
STATION WITH AN OVERALL 
AVERAGE ADULT AUDIENCE 
OF 92%. 

NIELSEN . . . JUNE, NOV. '56 



1360 

ON THE DIAL 



FIRST IN SAN Off GO 



MUTUAL DON LEE RADIO 

CALL YOUR H-R REPS 
FOR FULL DETAILS 



papers which come into their own 
areas. This gave them an unfair ad- 
vantage, according to the rural deal- 
ers. As for the metro dealers, their 
co-op funds never went far enough 
anyway. 

Now' manufacturers are in a position 
to give one and all a fair shake, by 
throwing the whole pot into nation- 
wide promotion of brand names. For 
such campaigns, spot radio and spot 
tv are in a strong position. 

Q. What are the traditional peak 
spending periods for auto advertising 
in spot? Will they continue? 
A. A good 60% of spot spending by 
the auto companies has usually been 
within a two-month period around the 
time new models are brought out in 
the fall. About 30/c has been spent 
over a month each Spring. The re- 
maining 101 has been spread through 
the other nine months. It is unlikely 
that the pattern will undergo much 
change under the new advertising plan. 
But the fact that auto companies and 
their agencies are giving serious 
thought to long-term buys, suggests 
that annual budgets for spot radio 
and spot tv may grow in size. 

Q. Will auto companies still send 
form questionnaires to dealers to learn 
their media preferences? 
A. Quite possibly. Such question- 
naires were but one of several ways 
that auto company ad departments 
kept track of dealer feelings regarding 
local media. However, with the 
dropping of the co-op advertising 
plans, these questionnaires are now for 
the most part obsolete. At Chrysler 
Corp., sponsor was told that all 
divisions still do their best to work 
closely with dealers on advertising 
plans. But no definite questionnaire 
has been designed yet to replace the 
ones used when the co-op plan was in 
effect. 

Q. What are the chief advantages 
of tlie new plan to advertisers? 
A. Flexibility and the opportunity 
for clear-cut planning. Factories are 
now in a position to pay closer atten- 
tion to the potential of a market, 
rather than to past performance of a 
market. In advertising, they may now 
enjoy some of the mobility they gave 
to America when they put us on 
wheels. Dealers stand to gain also. 
Relieved of taking major part in fac- 
torv media decisions, thev are now 
free to concentrate on promoting their 
own establishments locallv. ^ 
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NIELSEN REPORTS: WKY's unduplicated 




weekly coverage is greater than the next 




4 Oklahoma City stations combined! 



By using WKY, you cover 56 Oklahoma 
counties, containing 68% of Oklahoma's 
population and retail sales. 

ASK YOUR KATZ MAN FOR THE COMPLETE 

COVERAGE AND RATING STORY. 

Source: A. C. Nielsen 1956 — SRDS 1956 Consumer Markets 

Owned and Operated by 
THE WKY TELEVISION SYSTEM, INC. 
WKY-TV and WKY Radio, Oklahoma City 
WSFA-TV, Montgomery, Ala. WTVT, Tampa, Fla. 

Represented by THE KATZ AGENCY 
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Things are hatching 
in the 

7 i *i WREN's 

Nest! 






TO TIME BUYERS 
LOOKING 

FOR 
A BUSY 
SIGNAL 

Metropolitan Topelca is proud of its 
steady, high payrolls — like Southwest- 
ern Bell's 1,200 employees. The com- 
pany has already added three stories 
to the new building opened in 1951, 
and in addition has two suburban of- 
fices in the mill. Nearly 10 per cent 
of all Kansas construction for South- 
western Bell is slated for Topelca in 
1957. Topelca is a market worth having 
. . . and WREN is the low-cost wav to 
get it. Nielsen's latest, credits WREN 
with 42 per cent of all Topeka homes 
every single day! 

REP. BY JOHN E. PEARSON 




5000 WATTS 
TOPEKA, KANSAS 
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Tv and radio , 
NEWSMAKERS 



Robert B. Hanna, Jr., former manager 
of the Broadcasting Stations Department 
of the General Electric Co., has been ap- 
pointed general manager of the Industrial 
Heating Department for G. E. He will 
assume his new duties in Shelbyville, Ind. 
on 1 March. Hanna has been in charge 
of the company's tv station WRGB, and 
radio station WGY and WGFM, all in 
Schenectady, since 1949. He was appointed manager of the Broad- 
casting Stations Department in 1951. and in 1955 became president 
and general manager of the Maqua Co., G. E.'s printing affiliate in 
Schenectady. Hanna joined G. E. in 1929 just after his graduation 
from Butler University, Indianapolis. Before his broadcasting assign- 
ment in 1949, Hanna served in various public relations and advertis- 
ing posts. He is a member of the board of directors of the NARTB. 




Orrin Spellman has joined Geare-Marston, 
the recently merged Philadelphia subsidi- 
ary of Ruthrauff & Ryan, New York, as 
the senior vice president. Spellman re- 
signed as regional vice president of Kenyon 
& Eckhardt and head of that agency's 
Philadelphia office to assume the Geare- 
Marston position. His new appointment is 
regarded as a move to strengthen the new 
R&R subsidiary in view of the additional clients which will be 
handled through the office. Before joining Kenyon & Eckhardt, Spell- 
man was associated with Holiday Magazine, Philadelphia, for 10 
years. At Holiday he served as department store merchandising 
manager, and later director of advertising and promotion. 
Prior to Holiday, he was a merchandising executive with 
Talon and assistant promotion manager of Fawcett Publications. 




E. Robert Nashick has been appointed 
advertising and promotion manager of 
KYW-TY, Cleveland. Announcement of 
the appointment was made by Ed Wallace 
promotion manager of KYW and KYW- 
TV. Nashick will assume his new duties 
on 18 Februarv and will report to Wallace. 
He comes to KYW from WCKT-TV 
and WCKR. Miami, where he has been 
advertising and promotion manager since last April. Prior to that 
he served as advertising and promotion manager for WXEL. Cleve- 
land and WGBS-TY, the Storer station in Miami. He is credited 
with establishing the promotion departments of all three stations. For 
his work in radio-tv advertising and promotion he has won several 
national awards. Before entering radio-tv, Nashick worked in the 
promotion field servicing Loews and MGM theatres for eight years. I 
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Another Happy Client Drops in on KiNG-TV 



Perry Shupert did a double take. Sure enough, there 
was KING-TV's 'copter all revved-up, ready to whisk 
him from Seattle-Tacoma International Airport to 
KING-TV's roof— designated as Seattle-King County 
Private Heliport No. 1 by the CAB. 

Just ten minutes after his airport landing, Shupert, 
dynamic Vice-President in charge of sales and adver- 
tising for Miles Laboratories. Inc.. was dropping in 
for a first-hand view of KING-TV production and 



promotion methods that help keep Alka-Seltzer on top 
of the Pacific Northwest market. 

Like so many other top-notch advertisers, Miles 
places its entire spot budget on KING-TV. No wonder 
KING-TV enjoyed giving speedy service to the Speedy 
Man . . . Results? Alka-Seltzer, One-A-Day Vitamin and 
Bactine volumes push up and up. Is Perry Shupert 
happy with KING-TV? Ask him and he fairly fizzes 
with enthusiasm. 



FIRST IN SEATTLE 

ABC — Channel 5 
100,000 Watts 



TACOMA 



KiNG-TV 



ASK YOUR BLAIR TV MAN 

Associated with KGW-TV, KGW Radio, Portland, Oregon 




SPONSOR 
SPEAKS 



The big three 

Between the hours of 9:10 and 11 on the morning of 13 
February, the big three in network tv became a reality for 
hundred.* of top-flight agency and advertiser executives. For 
on that morning ARC, to an audience of 1.500, unveiled an 
explosive presentation that ranks among the finest example* 
of showmanship, research, and sales persuasiveness in the 
annals of the broadcast industry. Two days later the same 
presentation was given to another packed house in Chicago. 

With this single stroke ABC TV moved up many notches in 
prestige, particularly among key executives who have not 
been able to follow the day-by-day evolution of the networks. 

Although the presentation was delivered with hard-hitting 
competitive overtones (which by the time you read this will 
undoubtedly have brought rebuttals) it is not without its posi- 
tive aspects so far as NBC and CBS are concerned. For one 
thing, it promises alert, aggressive, high-level competition that 
should benefit all networks. For another, congress as well as 
the FCC will be quick to note that the American system of 
broadcasting allows room for initiative and growth. 

How fast ABC will realize on its smash hit remains to be 
seen. But it is hard to imagine that the master salesmanship 
of Ollie Treyz, head of ABC TV. will stop just as his net- 
work breaks through the sound harrier. 

We look for an exciting 1957 among the big three in tv. 

7 to 9 and 4 to 6 

Are these the magic hours for spot radio advertising? 

We think that many advertisers are mesmerized into think- 
ing they are. But the facts say different. 

Many elients who are standing in line today to buy early- 
morning and late-afternoon time would do well to buy other 
hours, including after-dark. And w e're confident that a swing 
of the pendulum will come once the facts arc fully understood. 

Right now sponsor is busy gathering the evidence for 
a definite article on this unique media problem. Look for it 
in the 16 March issue. 




THIS WE FIGHT FOR: FCC may soon act 
on a test of fee tv. The test, sponsor believes, 
would do little to solve the basic problem: Is 
fee tv in the public interest? We think not. 
And ire deem it a threat to commercial tv. 



10-SECOND SPOTS 

Premium: Orange County, Cah, ad- 
\ertisers who sign for a } ear with sta- 
tion K\\ IZ receive free term life insur- 
ance. \ow there's real coverage! 

Self-denial: The small daughter of a 
candy manufacturer (who is a heavy 
user of spot tv ) came home from 
Parochial school the other afternoon. 

"Daddy.'" she said, "the Sisters told 
us we must give up candy for Lent." 

Next flay, the father was at the 
school, protesting. 

"I'm a generous contributor to this 
pari.-h and school." he pointed out to 
the Sister. "Naturally I'm in favor 
of the kids giving up something for 
Lent — but win pick on candy? It's 
my livelihood, and besides that, all 
during Lent Lve got an expensive spot 
t\ campaign running. Have you an) 
idea, Sister, how many thousands of 
dollars it costs me to advertise my 
candies on tv?" 

Feeling he had presented a sound 
case, he returned home, and was heart- 
ened that evening when his daughter 
reported. "Daddy, the nuns told us to- 
day we didn't have to give up candy 
after all." 

'"That's fine," he said. "And what 
must you give up instead?" 

"Watching television.'" said his 
daughter. 

job wanted: From A. }'. Times — 

WOMEN LIKE ME 
2 l /-j to 80"^. Not that I have that 
"fatal attraction." They neither sigh 
nor swoon. Rather, they make me tea, 
watch over me. discuss home and 
familv and such. And they think I'm 
so naive — and at my age! I'm a good 
retail agencj advertising copy/promo- 
tion man. . . . Why change the subject? 

Speed Age: According to the papers. 
"S) H ester L. I Pat) Weaver does not 
have a company vet, but he has found 
a business associate.'" Pat was never 
one to let grass grow under his feet. 



Got a Spot? 

This column welcomes contribution? 
from readers. Subjects should be con- 
fined to broadcast advertising, may 
include news items, typos, on-theair 
fluffs, wacky ads, agency or rep firm 
triviae. Those selected for publica- 
tion will be credited to the senders. 
Address: "10-Second Spots," sponsor, 
40 E. 49th St.. New York 17, N. Y. 
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ON TOP IN SAINT LOUIS 



LEADERSHIP... 
THE NINTH 
MARKET 



Well balanced programming and a reputation 
for providing the finest TV entertainment- 
local, film, and network— have made KWK-TV 
the leader in St. Louis Television. 

Personalities like Gil Newsome— Tom Dailey— Fred 
Moegle dominate their time periods across-the-board. 

A library of more than 300 selected feature movies 
... top syndicated film programs . . . news, weather, 
and sports shows distinguished by complete and 
accurate reporting of city and state as well as 
national events... and a constant awareness 
of the programming needs of this metropolitan 
community have led to this audience leadership. 



V 



INDEED, CONSISTENT AUDIENCE LEADERSHIP! 

Pin-pointed by survey after survey. (Nov. ARB 
Share of Audience Average, 6 p.m. to midnight: 
KWK-TV 52.1%; the n station: 46.2 (2.2 other). 



The Leader in 
St. Louis Television 



TOP PROGRAMS 
OF TWO NETWORKS 



If you are campaigning (or planning one) in 
America's Ninth Market check KATZ for full details 
about KWK-TV— The Leader in St. Louis Television. 
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SERVING THE GREAT ST LOUIS MARKET 



Your Radio Spots on 



KMBC-KFRM 





kwft M<? 
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The new 23&-mile Kansas Turnpike — fast, 
easy route ta Kansas City — brings thou- 
sands af new customers every day. They 
listen ta the KMBC-KFRM Radio Team an 
the pike and in their homes. 



To Sell the entire Kansas City Trade Are 




Kansas City Trade Area 
as defined by Federal ReservJ 
0.5 mv. Coverage af KMBC-l| 
Kansas Turnpike 



Ever since the magnificent new $160,000,000 Kansas I 
Turnpike opened, smart radio advertisers have been selling 'J 
plus of new customers with KMBC-KFRM. These "pike" 
customers are not "pikers" ! They come to Kansas City wit 
pockets full of money to buy all sorts of things. 
They come from far down the pike in the rich 
trade area to the west and southwest. 

The ability of KMBC-KFRM to give you your pick of ie 
pike customers is no accident. A look at the map above 
will show you why. Note how the broad coverage of 
KMBC-KFRM matches the Kansas City Trade area. 

And KMBC-KFRM assure you of high listenership — 
with potent, personalized programming of Music, News, Spc I 
Major League Baseball, Farm Service and Women's Progras 
It all adds up to your best radio buy in Missouri, with 
KMBC king-sized listenership in the Kansas City area; 
and KFRM (a bonus to KMBC advertisers) 
beaming your sales story to the State of Kansas. 

MORAL: Send your message down the 
Kansas Turnpike via KMBC-KFRM and step-up 
your sales in the Kansas City market. 

For choice availabilities, call your colonel from 
Peters, Griffin, Woodward, Inc. 



KMBC 0^ Kansas City 
KFRM far the State of Kansas 

Basic ABC Affiliate 

£^ in the(Heart)of America 

...and in Television i/iiq f\ T\ / 
the Swing is to rxlVlDL/" I V 



DON DAVIS, 
President 

JOHN SCHILLING, 

Executive Vice-Presidei 
GEORGE HIGGINS, 
V.P. and Sales Manage 
DICK SMITH, 
Manager, KMBC-KFRM d» 
MORI GREINER, 
Manager, KMBC-TV 
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